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#8 WTReffigy TV SERIES FROM WHEELING, WEST VIRGINIA 
Scan Zoo Animals, Inc., Los Angeles, California 


Important . .. WTRF-TV Wheeling Market . . . Dominant in Rich 
Booming Wheeling-Steubenville Industrial Ohio Valley . . . 214 Million 
People spending 1%4 Billion Dollars Annually . . . 7500 Retail Outlets. 


Tops in Sales . . . Service . . . Results! Better - gine 
vm wirf- ty 
316,000 watts a network color 


WHEELING 7, WEST VIRGINIA 





Represented Nationally by George P. Hollingbery Company 

















B weem points your RADIO 
| MESSAGE DIRECTLY TO THE 


3 DECISION MAKERS 


IN THE GROWING BALTIMORE MARKET! 





WCBM reaches the ADULT audi- These are the people with the money 
ence .. . the DECISION MAKERS to spend—these are the people WCBM 
on what to buy and where to buy it in reaches with ADULT-LEVEL PRO- 
the vast Baltimore Market. WCBM GRAMMING that delivers the best 
specializes in ADULT radio designed audience for your products or services! 
to attract ADULT listeners. 


As Baltimore grows...So grows 
A CBS RADIO AFFILIATE 


10,000 Watts on 68 KC & 106.5 FM 
Baltimore 13, Maryland 
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The extraordinary impact of KRLD-TV, dominating the incredibly 
rich Dallas-Fort Worth market, is yours when you buy KRLD-TV — 
*more counties, more TV-Homes, greater circulation... 

Ask an Advertising Time Sales representative to show you our “im- 
pact circle” — or contact KRLD-TV direct. 


*Nielsen June-July '61 


Cover the Dallas-Fort Worth market Effectively with KRLD-TV, Channel 4 







Represented nationally by 
Advertising Time Sales, inc. 
(Formerly The Branham Company) 


THE DALLAS TIMES HERALD STATIONS 
Chiank F LDallas_--Fr t Werth Clyde W. Rembert, President 


MAXIMUM POWER W.-twin to KRID radio 1080, CBS outlet with 50,000 watts. 
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Foley Square curtain 


When FCC’s hearings on program- 
ming resume Sept. 26 at Foley Square 
Court House in New York, Network 
Study staff hopes to have as many as 
30 advertiser witnesses lined up to tes- 
tify on network programming and 
packaging practices. Ashbrook Bry- 
ant, head of Network Study staff, and 
James Tierney, attorney, last week 
were interviewing prospective wit- 
nesses, looking toward seven or eight 
days of hearings. After completion 
of this testimony, final round will be 
interrogation of network witnesses. 


What is expected to be final phase 
of FCC’s network inquiry, which be- 
gan over five years ago, is unfinished 
business in connection with option 
time. Having asked Court of Appeals 
to remand case for further considera- 
tion, FCC has scheduled reargument 
for Oct. 26 (BROADCASTING, May 8). 
Whatever way commission finally 
goes, case is bound to head back in 
courts, through appeal either by net- 
works if option time is banned, or by 
KTTV (TV) Los Angeles, if option 
time is continued. 


3D for tv? 


Reports circulating through Wall 
St. say Cinerama Camera Corp., sub- 
sidiary of Cinerama Inc., has devel- 
oped camera lens that takes three- 
dimensional pictures and also has tv 
camera application. Three-D still 
camera reportedly will be put on mar- 
ket this fall. Several large tv equip- 
ment manufacturers reportedly have 
put in bids for rights. Cinerama offi- 
cials do not deny story, but say com- 
ment must come from President Nich- 
olas Rossini, expected back shortly 
from Europe. 


New status in vhf fight 


Big fight against deintermixture to 
all-uhf in eight markets is expected 
to go into next year by virtue of FCC’s 
action last Friday (page 10) granting 
two-month extension from Oct. 2 for 
answers to its rulemaking order of last 
July 26. But battle against sub-stand- 
ard drop-ins of vhfs in another eight 


markets will go forward because 
FCC, with particularity, excluded 
them from postponement action. 


While deintermixture extension runs 
only until Dec. 2, time needed for re- 
ply comments, plus upcoming holiday 
season, augurs for delay until after 
first of year. 


New Congress then will be in ses- 
sion and there’s sentiment in both 
Houses directed particularly against 
deintermixture. Opposition also has 
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developed against drop-ins but this 
hasn’t crystallized because (1) primary 
heat has been against deletion of vhfs 
and (2) drop-in problem is more tech- 
nical and complex. It’s clear FCC’s 
intent is to move ahead full tilt on 
drop-ins. Assn. of Maximum Service 
Telecasters, backed by others affected, 
had sought six-month extension for 
both deintermixture and drop-in ac- 
tions. 


NAB overhaul 


Special seven-man board commit- 
tee assigned task of drafting new asso- 
ciation district and director structure 
will meet late in month, probably 
about 20th. Goal is smaller board and 
fewer districts. Board finance com- 
mittee will meet at same time. 


No FCC pay boost 


Proposed pay increase for FCC 
members isn’t going anywhere in this 
session of Congress. Sen. Olin D. 
Johnston, chairman of committee con- 
sidering pay-raise bill (S. 2307) is 
proving stumbling block, for unan- 
nounced reasons. Aide to Sen. John- 
ston’s Post Office’ and Civil Service 
Committee said no action is expected 
this session on bill to increase com- 
missioners’ salary from $20,000 to 
$22,000 annually, and chairman’s, 
from $20,500 to $22,400. 


NBC's special spree 


Though network groups are cutting 
back on specials in 1961-62 season, 
reduction won't be evident before first 
of year. In last quarter of 1961 NBC- 
TV alone has now scheduled 59 spe- 
cials, as many as in same period last 
year and possibly more. But they'll 
run more heavily to news-public af- 
fairs, dividing about half-and-half be- 
tween “informational” and “entertain- 
ment.” Virtually all will be one-hour 
or longer. 


Worst-kept secret 


NAB President Collins formally will 
announce this week that Vincent T. 
Wasilewski has been picked as execu- 
tive vice president and Robert D. 
Swezey as radio-tv vice president-code 
administrator (BROADCASTING, Aug. 
14, 28). 


Westinghouse, GE outlook 


Will FCC, in considering renewals 
of Westinghouse and General Electric 
station licenses, hold parent com- 
panies accountable because of anti- 
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trust violations and punishment meted 
out in price-rigging of government 
bids on heavy industrial equipment? 
There’s been no determination by 
FCC but prospects are that no puni- 
tive action, which could involve revo- 
cation proceedings, will ensue. 


Reasoning, at staff level, is that 
broadcast entities are far removed 
from activities of giant parent com- 
panies so that character aspects 
couldn't readily be imposed. More- 
over, Westinghouse operates its sta- 
tions through wholly-owned subsidiary 
(GE operates its only broadcast sta- 
tions—WGY, WGFM (FM) and 
WRGB (TV) Schenectady—as divi- 
sion of parent company). Added fac- 
tor: Court, in imposing sentences and 
fines on parent companies, did not spe- 
cifically allude to broadcast operations 
whereas, under law, it could have im- 
posed sanctions. 


$20 billion Pan-Am push 


Even though hemispheric confer- 
ence in Uruguay last month passed 
resolution recommending special meet- 
ing of all inter-American information 
media to back $20-billion Alliance for 
Progress project, move isn’t likely un- 
til council of Organization of Ameri- 
can States implements action. Just 
when council may move isn’t certain. 
Resolution calls for special meeting 
of radio, tv, newspapers and maga- 
zines, to inform and mobilize public 
in Western Hemisphere on aims and 
methods of Alliance program. 


Fan mail 


Newton Minow has finally found tv 
program he likes—though it hasn’t 
yet been put to test of his actual view- 
ing. After reading BROADCASTING 
story (Aug. 21) about Let Me Speak 
to the Manager on WFAA-TV Dal- 
las, FCC chairman wrote Mike Sha- 
piro, general manager, calling it “con- 
structive step in helping a station to 
better serve its community.” Program, 
half-hour Sunday evenings, features 
Mr. Shapiro answering questions view- 
ers send in. 


WSJ Sunday ‘family’ paper 


If Wall Street Journal, now pub- 
lished five times from seven locations, 
decides on national Sunday newspaper, 
it will not be business paper but rather 
home and family journal, departing 
from its present format. Presumably 
radio-tv would figure prominently 
among features. 
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WORLD PREMIERE! 


After threats, charges and countercharges, firings and 
rehirings, the Miami City Commission on July 25, 1961, 
passed Miami's first minimum housing code, only 
eight days after WCKT’s second New Force docu- 
mentary on slums, ‘‘MIAMI CONDEMNED PLUS 65.” 

WCKT telecast that City Commission session from 
8:30 to 10:00 AM to complete its all-inclusive coverage 
of a crucial local conflict. It was a world premiere... 
the Miami City Commission had never been televised 
live before. WCKT repeated the entire session by video 
tape the same night at 10:00 PM. 

THIS IS RESPONSIBILITY — the kind reported in 
WCKT's illustrated service accounting for 1960 — a 
copy of which is yours for the asking. 

At WCKT, Responsibility means citizenship and 
showmanship... the New Force in South Florida. 


BISCAYNE TELEVISION CORPORATION 
WCKT * CHANNEL 7 6 WCKR « 610 RADIO 


MIAMI. FLORIDA 
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WEEK IN BRIEF 





Not even a recession can halt the inexorable rise of 
the television medium. FCC’s 1960 financial reports and 
TvB’s estimates for first half of 1961 show progress at- 
tained in the medium’s economy. See Lead Story .. . 


TV PASSES RECESSION TEST... 25 


Down South Carolina way, where they don’t take kindly 
to Washington interference—Fort Sumter, for instance— 
they don’t want Columbia to become a uhf market. Spring- 
field, Mass., scene of uhf rally. See . 


SWITCH TO UHF OPPOSED... 48 


The spot radio business is looking up. Encouraging 
signs appear during second quarter after weak 1961 start, 
according to Station Representatives Assn. First half of 
year, though, is still under 1960 figure. See... 


RALLY IN SPOT RADIO... 37 


It takes a close look, but tv’s spot billings in second 
quarter are higher than a year ago even though it’s just 
.04%. Gross tv spot in period computed at $160.6 million 
in report by TvB-Rorabaugh. See. . 


TELEVISION SPOT HIGHER .. . 32 


Most everybody’s excited about the radio-tv advertising 
campaign of Publicker Industries except Publicker Indus- 
tries. This distiller is “proceeding as planned” to pro- 
mote its product via broadcast medium. See... 


WHAT LIQUOR AD BATTLE?... 42 


Hopes of National Football League for fast passage of 
a law legalizing a radio-tv package deal for game broad- 
casts ran into Justice Dept. opposition at hearing before 
House Judiciary Subcommittee. See... 


JUSTICE THROWS A BLOCK... 54 


More trouble for fm. The hi-fi medium’s newest hope 
for wider circulation and more advertising—stereo—is 
running into problems. Two stations say set makers 
aren’t giving the support they promised. See... 


ROUGH GOING FOR STEREO... 61 


The widely agitated revision of the FCC’s program and 
logging forms is getting down to cases. NAB and Georgia 
Assn. of Broadcasters are directing dry-run studies of 
new routine and they’re finding trouble. See. . 


THOSE LOGGING TROUBLES... 59 


Five U. S. Senators threw a party last week for a radio 
oldtimer and private citizen, RCA Board Chairman David 
Sarnoff, who reminisced about the early days of elec- 
tronics and his adventures aboard ship. See. . 


GEN. SARNOFF REMINISCES ... 61 


Canada’s got the bureaucratic itch, too. Now the 
Dominion’s regulatory body wants to limit station adver- 
tising content on a 20% daily formula. Private broad- 
casters want the limit, if any, on a weekly basis. See . 


CANADIAN AD CONTENT... 71 
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BUT... 


NS! SURVEY—GRAND RAPIDS-KALAMAZOO AREA 
February 20-March 19, 1961 


STATION TOTALS 





Homes Delivered 


Per Cent of Total 





WKZO-TV 


STATION B] WKZO-TV 





Sun. thru Sat. 
6 p.m.-9 p.m. 
9 p.m.-Midnight 


48,400 


65,900 
56,400 


155,600 
138,200 








34,000 
53,800 
71,900 


58.7 
55.0 
43.9 


96,800 
66,200 


61.7 
67.6 











She Ha lv ALLA 


WKZO-TV GRAND RAPIDS-KALAMAZOO 


WKZO RADIO — KALAMAZOO-BATTLE: CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
WWTV 


KOLN-TV 


CADILLAC-TRAVERSE CITY 


LINCOLN, NEBRASKA 





WKZO-TV Gets Lightning Fast Results 
In Kalamazoo-Grand Rapids! 


Advertising on WKZO-TV is the fastest way to make 
contact with the most consumers in the big Kalamazoo- 
Grand Rapids market. 


WKZO-TV delivers more homes than Station B in 77.5% 
of all quarter hours surveyed, Sunday through Saturday, 
Noon-Midnight (NSI—Feb. 20-March 19, 1961). 

What’s more, Kalamazoo alone is predicted to show the 
greatest increase in personal income and retail sales 

of any city in the U. S. between now and 1965. 

Get in the swim in Kalamazoo-Grand Rapids and Greater 
Western Michigan with WKZO-TV. And if you want 

all the rest of outstate Michigan worth having, add WWTV, 
Cadillac-Traverse City, to your WKZO-TV schedule. 

Sources: Sales Management Survey of Buying Power and Television Magazine. 


*Swordfish, including marlins, are unrivalled for speed—fastest speed 
quoted is 50 knots (57.5 mph). 


WKZO-TV 


100,000 WATTS ©® CHANNEL 3 ©@ 1000’ TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 
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Late news breaks on this page ana on page 10 
Complete coverage of week begins on page 25 
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L&M’s $18 million 
moves to Thompson 


In what was believed to be largest 
account switch thus far in 1961, Liggett 
& Myers Tobacco Co., New York, an- 
nounced last Friday (Sept. 1) that it 
has appointed J. Walter Thompson Co., 
New York, as agency for L&M filter 
cigarettes, with an estimated billing of 
$17-18 million annually. JWT replaces 
Dancer-Fitzgerald-Sample Inc., New 
York, as agency for brand. Effective 
date is about Dec. 1. 

Move places all Liggett & Myers 
brands at Thompson because company 
transferred its Chesterfield, Duke and 
Oasis brands from McCann-Erickson, 
New York, to JWT last spring, effective 
last month (BROADCASTING, May 22). 
These brands bill approximately $10 
million. 


No reason was given for latest ac-' 


count move and spokesman for Liggett 
& Myers and D-F-S declined to com- 
ment on development. Reports circu- 
lated that advertiser's action was 
prompted by two considerations—de- 
clining sales of Liggett & Myers brands 
in 1960 and 1961 while competitors 
gained, and company’s desire to con- 
solidate all of its advertising under one 
roof. 

L&M filters is expected to spend ap- 
proximately $7 million in tv in 1961. 
According to Television Bureau of Ad- 
vertising, gross billing of brand in net- 
work and spot tv was about $7 million 
and figures for the first six months of 
this year show company spent approxi- 
mately $3.5 million in tv. Brand is ad- 
vertised heavily on spot radio but no 
figures are available. 

Thompson has had its ups and downs 
this year. Agency lost $16 million 
Joseph Schlitz brewing business to Leo 
Burnett and Elgin National Watch Co. 
account ($1.5 million) to McCann- 
Marschalk. Its acquisition of all of 
Liggett & Myers business (about $27 
million), plus Congoleum-Nairn ($3.1 
million) and Pittsburgh Plate Glass 
($2.5 million) place gains well ahead 
of losses. 

D-F-S had relatively serene year until 
L&M filter move. L&M accounts for 
about 18% of D-F-S total billing of 
some $95 million. 


Filmways plans six more 


Filmways Inc., New York, is an- 
nouncing today (Sept. 4) that company 
plans to produce at least six television 
shows in addition to two series previ- 
ously announced in association with 





This and salary, too 


What television can mean in 
“fringe benefits” to outsiders is 
dramatized in prospects held out 
for New York Yankees’ stars Rog- 
er Maris and Mickey Mantle if 
one or both break Babe Ruth’s 
homerun record. Frank Scott, 
their business agent, predicts their 
take may reach $25,000 apiece 
from guest appearances within 30 
days if either succeeds—and 10 
times that amount of long-range 
benefits through _ testimonials, 
commercials, etc. _ 

One or two big-show guest ap- 
pearances currently are in negotia- 
tion whether they break Ruth’s 
record or not. Even if only one 
succeeds they'll probably be billed 
as a team, and their current ask- 
ing price—$15,000 per joint ap- 
pearance—undoubtedly would be 
jacked up. Long-term benefits 
thus could overshadow their cur- 
rent baseball pay of $75,000 for 
Mantle, $40,000 for Maris. 











Embassy Pictures. Martin Ransahoff, 
Filmways board chairman, said Paul 
Henning, producer-writer of Bob Cum- 
mings Show for five years, has been 
signed to create and produce one series. 
They will be produced in Hollywood 
and Europe. 


Washington State group 
blasts program forms 


“Rigid controls” imposed by pro- 
posed FCC programming forms amount 
to “government censorship,” Washing- 
ton State Assn. of Broadcasters charged 
Sept. 1 in statement to FCC on behalf 
of its 60 radio-tvy members (early FCC 
form story page 59). 

Commission can intimidate broad- 
casters into conforming to government 
imposed standards by threatening to re- 
voke licenses, statement said. 

Ronald A. Murphy, WSAB president- 
counsel, said statement was approved 
by association’s board and is part of 
running fight to preserve program free- 
dom from attempts at government con- 
trols. 

He said FCC should recognize four 
basic freedoms of broadcaster: to think 
first of serving community needs; to 
plan and continue to search out new 
areas of programming; to make living 
or earn a profit; to exercise own judg- 
ment and be fairly judged thereon. 


Tax court disallows 
affiliation writeoff 


Network affiliation contracts cannot 
be depreciated by broadcasters, U.S. 
Tax Court has held in famed Westing- 
house 1953 purchase of WPTZ (TV) 
Philadelphia. Ruling is expected to 
have impact on major multi-million sta- 
tion transfers. 

Court ruled affiliation contracts have 
indeterminate life—and thus cannot be 
specified for term which would permit 
depreciation. 

In buying Philco’s ch. 3 in 1953, 
Westinghouse allocated $5 million of 
$8.5 million purchase price to network 
affiliation (NBC). Westinghouse set up 
55-month depreciation schedule—based 
on (estimated) two renewals of 24 
months each, plus seven months con- 
tract had to run when station was pur- 
chased. 

Cost to Westinghouse is expected to 
run almost $1 million which will have 
to be paid as taxes for 1953 and 1954. 

Impact of ruling has been discounted 
in advance, James W. Blackburn, West- 
inghouse station broker, said, because 
IRS attitude was known. Effect will be, 
Mr. Blackburn estimated, that purchas- 
ers of stations involving multi-million 
dollar prices will have to wait longer 
to get their money out. 

In subsidiary ruling, Tax Judge Rus- 
sell E. Train said Westinghouse’s effort 
to amortize spot advertising contracts 
also could not be approved because 
Westinghouse bought all assets of going 
concern and did not segregate each spot 
contract and put price on it. Spot con- 
tracts court said, were part of mass 
asset and life of mass asset cannot be 
determined. 

Westinghouse officials are pondering 
question of further appeal. 


Miami review plea opposed 


Oppositions to request by National 
Airlines for Supreme Court review of 
Miami ch. 10 case (BROADCASTING, 
Aug. 14) were filed Friday by L. B. 
Wilson Inc. and FCC-Justice Dept. 

Both said National Airlines had 
raised no substantial issues warranting 
Supreme Court review. Both also 
stated that National Airlines’ attempt to 
embroil Wilson in ex parte charges is 
fallacious; examiner, FCC and court 
held Wilson was untarred with off-rec- 
ord brush. 


Kennedy signs FCC bill 


President Kennedy on Friday signed 
FCC reorganization bill. New law gives 
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WEEK’S HEADLINERS 





Ed Winton 
named president 
of The Connie 
B. Gay Broad- 
casting Corp. 
and four other 
companies 
owned by parent 
organization. He 
succeeds Connie 
B. Gay who re- 
mains board 
chairman. Mr. 
Winton began his broadcasting career as 
air personality. He worked for KLIF 
Dallas and KELP El Paso, becoming 
general manager of latter station. He 
joined Mr. Gay’s company three years 
ago and will continue to operate from 
firm’s executive offices in The Wiscon- 
sin Building in Washington. He has 
been serving as vp and general man- 
ager of C.B.G. Corp. Connie B. Gay 
stations are: WQMR Silver Spring, 
Md.; WGAY-FM Washington; WTCR 
Ashland, Ky., and WFTC Kinston, N. C. 


Albert P. Kirvin, general sales man- 
ager for last five years at KYW-TV 
Cleveland, appointed vp and general 
manager of Metropolitan Broadcasting’s 
newly purchased KMBC-TV Kansas 
City. Mr. Kirvin entered broadcasting 
as account executive at KYW, then in 
Philadelphia, in 1951. Three years later 
he moved over to KYW’s tv affiliate, 
WPTZ(TV) Philadelphia. Both stations 
were owned by Westinghouse Broad- 
casting, which transferred KYW call 
letters to its Cleveland stations in 1956. 
Metropolitan Broadcasting is division of 
Metromedia Inc., N. Y. David Cron- 
inger, radio sales manager for WNEW 
New York’s Detroit office, named vp 
and general manager of KMBC Kansas 
City. 





Mr. Winton 


Marvin Roslin named research di- 
rector of Young-TV, New York station 
representative. Stanley Feinblatt named 
to similar post and Roger Sheldon to 
midwestern sales manager of its radio 
counterpart, Adam Young Inc. All three 
appointments effective immediately. Mr. 
Roslin has served in Young-TV re- 
search for past three years, before that 
was timebuyer at Ted Bates. Mr. Fein- 
blatt, in Young-TV research and mer- 
chandising for three years, formerly was 
assistant tv producer for C. L. Miller 
Co. for two years. Mr. Sheldon, for last 
three years tv salesman for Young or- 
ganization, previously was in sales at 
KFMB-FM San Diego, KFMU (FM) 
Los Angeles and KGIL San Fernando. 


Philip D’An- 
toni, manager of 
eastern sales di- 
vision of Mutu- 
al, appointed 
general sales 
manager of net- 
work. He as- 
sumes post va- 
cated recently by 
Frank Rogier, 
who has re- 
turned to Ther- 
mo-Fax division of Minnesota Mining 
& Mfg. Co., MBS’ parent company. Mr. 
D’Antoni joined Mutual in 1958 as 
eastern sales manager and account exec- 
utive. Earlier, he had been sales execu- 
tive with Weed Radio Corp., station 
representative, in 1952-58 and member 
of CBS-TV’s research and sales devel- 
opment staff. Mr. D’Antoni is credited 
with having brought Philco Corp., Walk- 
er Mfg. Co., Monroe Auto Equipment 
Co. and Pinspotter Div., American Ma- 
chine & Foundry Co. into network radio 
via Mutual. 





Mr. D’Antoni 


For other personnel changes of the week see FATES & FORTUNES 
FE ES ENS ITE IRD 


commission power to delegate review 
functions to individual members, com- 
mission panels and subordinate em- 
ployes It also permits commission to 
decide which cases it will hear en banc. 

Bill (S 2034), which follows closely 
draft legislation submitted by FCC, was 
introduced as substitute for President’s 
own FCC reorganization plan, which 
was vetoed by House (BROADCASTING, 
June 19), largely because of increased 
powers it would have given chairman. 


CBS-TV may drop games 


CBS-TV sports offic::!s currently are 
discussing possibility of discontinuing 
telecasts of major league baseball games 
on Saturday and Sunday afternoons 


next season for lack of adequate adver- 
tiser interest. This year games are only 
partially sponsored (by Falstaff Brew- 
ing). Network telecasts of games, 
blacked out within 50-mile radius of 
major league cities, have been on CBS 
since 1955. In past they have always 
had two or more sponsors. 


RCA dividend 25 cents 


RCA Friday (Sept. 1) announced 
quarterly dividend of 25 cents per share 
on common stock, payable Oct. 23 to 
holders of record on Sept. 15. 

Board also announced dividend of 
8742 cents per share on cumulative 
first preferred stock for period Oct. 1 
to Dec. 31, payable Jan. 2, 1962, to 


holders of record at close of business 
Dec. 4. 

Board on Friday also elected daugh- 
ter of first RCA board chairman as a 
director. She is Mrs. Everett Needham 
Case, wife of Colgate U. President and 
daughter of Owen D. Young, RCA 
chairman in 1919. Mrs. Case succeeds 
Mrs. Douglas Horton, who resigned. 


Bartell ams become 
unit of Macfadden 


Bartell Broadcasting Co.’s four radio 
outlets will become division of Mac- 
fadden Publications Inc. under merger 
plan to be submitted to stockholders of 
three companies involved. Process 
Lithographers Inc., New York, also will 
be Macfadden division. 

Gerald A. Bartell, president of Mac- 
fadden and Bartell, and S. Roskin, pres- 
ident of Process, jointly announced Fri- 
day (Sept. 1) that both Bartell and 
Process will be operated as wholly- 
owned Macfadden divisions, with no 
changes in management or personnel. 
Bartell bought working control of Mac- 
fadden last February for $1.5 million 
(BROADCASTING, Feb. 13). Mr. Bartell 
said: “This is the first time all these 
components of communications—broad- 
casting, pay-tv, publishing, printing and 
world distributors of periodicals and 
books—have been welded together into 
a coordinated corporate structure.” 

Macfadden, Bartell and Process each 
acquired interest in Teleglobe Pay-Tv 
System Inc., in April, and Macfadden 
and Teleglobe will form company to 
operate commercial test of Teleglobe in 
major market to be approved by FCC. 

Bartell Broadcasting owns WOKY 
Milwaukee, WADO New York, KYA 
San Francisco, and KCBQ San Diego. 

Bartell principals have ownership- 
management interests in three Carib- 
bean tv stations, not involved in merger: 
Tele-Haiti, Port Au Prince, Haiti, and 
Tele-Curacao and Tele-Aruba (under 
construction), both Dutch West Indies 
islands. 

Meanwhile, Bartell’s WOKY an- 
nounced resignation of Leonard A. 
Schindler as general manager, and ap- 
pointment of Mrs. Rosa Evans, Mr. 
Bartell’s sister, as acting manager. 


New date on uhf plan filings 


FCC Friday extended deadline for 
comments on overall uhf proceeding 
and on eight deintermixture rulemak- 
ings. Comments now are due Dec. 1; 
replies due Jan. 1, 1962. 

Action was taken by acting Chairman 
Robert T. Bartley, who reserved action 
on petitions for extension of time on 
vhf drop-ins in eight cities. It’s as- 
sumed full commission will tackle ques- 
tion of extension on drop-ins, which 
has been vigorously protested. 
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lotte TV MARKET is First 
theast with 651,300 Homes* 


We’d be the first to admit that it stretches the 
imagination to hang a city population of more than 
two-hundred thousand—but hang the city popula- 
tion when counting necks in the entire Charlotte 
Television Market! 


The real kicker is that WBTV delivers 55.3% more 
TV Homes than Charlotte Station “B’’!** 


s Delivered 


Compare these SE Markets! ° 


fod ar- Valet it] 651,300 
Miami ol = h= eG 10/8) 
Atlanta 549,800 
Louisville 423.800 
New Orleans wA>-4@)9) 
| died alaslolare| 268,800 


CHANNEL 3S @® CHARLOTTE] verrerson STANDARD BROADCASTING COMPAN 


Represented Nationally by Television Advertising Representatives, inc. 








The Embassy of Norway 


His Excellency Paul Koht, 
Ambassador to the United States 
from Norway, and Mrs. Koht, 
prepare to greet their dinner 

guests at the Embassy ... 

another in the WTOP-TV series 

on the Washington diplomatic scene. 
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Meeting of the Bored 


If you doubt that the bored are meeting tonight, 


spend a few hours in front of your own TV set. After- 
ward, try to remember who was selling what and who 
was sponsoring whom. 


At N. W. Ayer & Son we recommend this exercise. 
It has helped us to produce commercials that make 
for happier meetings of our clients’ boards. 


The commercial is the payoff....N.W. AYER & SON, INC. 











A calendar of important meetings and 
events in the field of communications 


*Indicates first or revised listing. 


SEPTEMBER 


*Sept. 6—Washington chapter of Academy of 
Television Arts & Sciences, membership 
cocktail party. Sheraton Park Hotel, Wash- 
ington, D. C. 


Sept. 8-10—Fall meeting of West Virginia 
Broadcasting Assn. Speakers and panelists 
include Elmo Ellis, Cox stations; Eula 
Reggin, Ralph Jones Agency; Thomas H. 
Wall, Dow, Lohnes & Albertson, Washing- 
ton; Franklin Snyder, WTAE(TV) Pitts- 
burgh. Dinner speaker: Sol Taishoff, editor 
& publisher, Broadcasting Publications Inc. 
Greenbrier Hotel, White Sulphur Springs. 


Sept. 10-13—Assn. Canadienne de la Radio 
et de la Television de Langue Francaise, 
annual convention. Seaway Hotel, Toronto, 
Ont. 


Sept. 11—Space communications panel by 
Washington sections, Institute of Radio En- 
gineers and American Institute of Electrical 
Engineers. Dr. John Pierce, Bell Labs.; Dr. 
Elmer W. Engstrom, RCA; Dr. * Herbert 
Trotter Jr., General Telephone & Electron- 
ics Labs., and Richard P. Gifford, GE. Mod- 
erator: Edward W. Allen, FCC. Natural 
History Museum, Washington, D. C., 8 p.m. 


Sept. 15—South East Radio-Tv Seminar, 
sponsored by Georgia Assn. of Broadcasters, 
to discuss various problems facing broad- 
casters, including program form proposals, 
government encroachment, NAB leadership, 
etc. Biltmore Hotel, Atlanta. 


Sept. 11-17—Affiliated Advertising Agencies 
Network 17th annual international meet- 
ing. Sheraton-Blackstone Hotel, Chicago. 


Sept. 14-16—Michigan Assn. of Broadcasters 
fall convention and business meeting. Hid- 
den Valley, Gaylord, Mich. 


Sept. 15—Reply comments due on FCC 
rule change requiring broadcast announce- 
ment of financial interest held by station 
management or employes in products or 
services promoted on air (plugola). 


Sept. 15—Deadline for comments on FCC 
proposal to grant rate increases to AT&T 
and Western Union for leased-line tele- 
graph services. 


Sept. 15—Comments due on proposed FCC 
rulemaking limiting grants of vhf translator 
stations only to those which would cover 
unserved areas rather than simply extend 
an existing station’s coverage area. 


Sept. 15-17—American Women in Radio & 
Television, southern area conference. Dink- 
ler-Tutwiler Hotel, Birmingham, Ala. 


*Sept. 15-17—New York State Educational 
Radio & Television Assn., fall meeting. Key- 
note address by Kenneth G. Bartlett, 
Syracuse U. Pinebrook, Upper Saranac, N. Y. 


Sept. 18—Reply comments due on FCC 
rulemaking on revised program forms. 


Sept. 18—Reply comments due on FCC 
rulemaking on new method and time period 
for keeping station logs. 


Sept. 18-19 — CBS Radio Affiliates Assn., 
annual convention. Waldorf-Astoria Hotel, 
New York. 


Sept. 22—Radio & Television Executives So- 
ciety, newsmaker luncheon, Hotel Roose- 
velt, N. Y¥. FCC Chairman Newton N. 
Minow is speaker. 


Sept. 22-24—Advertising Federation of 
America, 10th district convention. Hotel 
Mayo, Tulsa. 

*Sept. 23—UPI Broadcasters Assn. of North 
Carolina, annual meeting and news seminar. 
Hotel Robert E. Lee, Winston-Salem. 

Sept. 24-26—Louisiana Assn. of Broadcasters, 
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annual convention. Buena Vista Beach Hotel 
& Motel, Biloxi, Miss. 


Sept. 26—Resumption of FCC hearing on 
network programming practices, Federal 
Court House, Foley Square, New York City. 


Sept. 27-30—Radio Television News Direc- 
tors Assn., 15th international convention. 
Statler-Hilton Hotel, Washington, D. C. 


Sept. 28—Assn. of National Advertisers, 
new products workshop. Waldorf-Astoria 
Hotel, New York City. 


Sept. 28-Oct. 1—National Federation of Ad- 
vertising Agencies, central states group. 
Lake Tower Motel, Chicago. 


Sept. 29—Minnesota Broadcasters Assn., an- 
nual convention. Speakers include NAB 
President LeRoy Collins and FCC Commis- 
sioner Robert T. Bartley. Leamington Hotel, 
Minneapolis. 


Sept. 29-30—American Women in Radio & 
Television, east central area conference. 
Claypool Hotel, Indianapolis. 


Sept. 29-Oct. 1—American Women in Radio 
& Television, New England conference. 
Equinox House, Manchester, Vt. 


OCTOBER 


Oct. 2—-Deadline for comments on FCC’s 
proposals to delete single vhf and sub- 
stitute uhf channel to make community 
all-uhf in following cities: Binghamton, N. 
Y. (Doc. 14243); Champaign-Urbana, Ill. 
(Doc. 14244); Columbia, S. C. (Doc. 14245); 
Erie, Pa. (Doc. 14242); Hartford, Conn. (Doc. 
14241); Madison, Wis. (Doc. 14239); Mont- 
gomery, Ala. (Doc. 14246); Rockford, Il. 
(Doc. 14240). 


Oct. 2—-Deadline for comments on FCC’s 
proposal to add additional vhf channel at 
below minimum mileage spacing to follow- 
ing cities: Baton Rouge, La. (Doc. 14233); 
Birmingham, Ala. (Doc. 14236); Charlotte, 
N. C. (Doc. 14238); Dayton, Ohio (Doc. 
14234); Jacksonville, Fla. (Doc. 14235); 
Johnstown, Pa. (Doc. 14232); Knoxville, 
Tenn. (Doc. 14237); Oklahoma City, Okla. 
(Doc. 14231). 


Oct. 2—Deadline for comments on FCC’s 
proposals to expand use of uhf band, in- 
cluding dual vhf-uhf operation, reserved 
pools of uhf channels for existing operat- 
ing vhf stations, abolition of uhf allocation, 
relaxation of technical rules for uhf sta- 


tions, uhf grants without a hearing, etc. 
(Doc. 14229). 
Oct. 2—-New deadline for comments in 


FCC rulemaking on new program reporting 
forms and logging requirements, extended 
from Sept. 7. 


*Oct. 2-4—Canadian Electronic Conference 
of Institute of Radio Engineers. Toronto, 
Ont. 


Oct. 2-6—Society of Motion Picture & Tele- 
vision Engineers, 90th convention. Theme 
will be “Integration of Motion Picture and 
Electronic Systems.” C. Loren Graham, 
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RAB management conferences 
Sept. 7-8 Haddonfield, N. J. 


Sept. 11-12 White Sulphur Springs, 
W. Va. 


Sept. 18-19 Sea Island, Ga. 
Sept. 21-22 Dallas. 

Sept. 28-29 Des Plaines, III. 
Oct. 5-6 Omaha. 

Oct. 9-10 Palo Alto, Calif. 
Oct. 12-13 Detroit. 

















The more people who see your prod- 
uct, ihe more prospects for salés. And 
in the Johnstown-Altoona market, more 
people watch WJAC-TV than any other 
station. Both ARB and Nielsen back 
up this statistical fact. But more im- 
portantly, WJAC-TV turns these sta- 
tistics into sales a fact backed up by 
a host of happy advertisers from A (for 
automatic washers) to Z (for zoup). 
If you want people—purchasing people 
—pick WJAC-TV. 


For Complete Details, Contact: 


HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlanta Los Angeles San Francisco 
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% P. O. Box 9736, Cleveland 40, Ohio 


Send today! 


Please rush me more information about BPA 
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Eastman-Kodak, is program chairman. 
Among topics to be discussed: Subscription 
tv, tv equipment and techniques and tv 
recording. Lake Placid Club, Lake Placid, 
N. Y. 


Oct. 3-4—Advertising Research Foundation 
conference, Hotel Commodore, New York 
City. 


*Oct. 5—N. Y. chapter of Academy of Tele- 
vision Arts & Sciences, luncheon. Sir Ger- 
ald Beadle, former head of BBC television 
speaker. Waldorf-Astoria Hotel, New York. 


Oct. 6—Comments due on FCC’s reopened 
option-time rulemaking. Reply comments 
will not be accepted. 


*Oct. 6-7—Professional Group on Broadcast- 
ing, Institute of Radio Engineers, 11th an- 
nual broadcast symposium. Willard Hotel, 
Washington, D. C. 


Oct. 7-8—National Federation of Advertis- 
ing Agencies, eastern states group. Statler- 
Hilton Hotel, Washington, D. C. 


Oct. 8-10—Advertising Federation of Amer- 
ica, 7th district convention. Jackson, Miss. 


Oct. 8-18—International seminar on instruc- 
tional television, sponsored by Purdue U. 
in cooperation with UNESCO and the U.S 
National Commission for UNESCO. Dr. 
Warren F. Seibert, Purdue professor, is 
seminar director; James S. Miles, Purdue 
Television Unit, is associate director. Purdue 
U., Lafayette, Ind. 


Oct. 9-10—Virginia AP Broadcasters Assn., 
Washington & Lee U., Lexington, Va. 


Oct. 9-11—National Electronics Conference, 
International Amphitheatre, Chicago. 


Oct. 9-13—Audio Engineering Society, an- 
nual fall conference and technical exhibit 
Hotel New Yorker, New York. 


*Oct. 10—Annual outing, Federal Com- 
munications Bar Assn. Golf, tennis, base- 
ball game, cocktails and buffet supper. 


Woodmont Country Club, Rockville, Md. 


(Washington, D. C., area). 


*Oct. 10-11—Texas Assn. of Broadcasters. 
Speakers include Rep. Walter Rogers (D- 
Tex.); FCC Commissioner Robert T. Bart- 
ley; Harold Cowgill, consultant. Adolphus 
Hotel, Dallas. 


Oct. 12 — Seventh Wisconsin Fm Station 
Clinic. Center Building, U. of Wisconsin, 
Madison. 


Oct. 12-13—American Assn. of Advertising 
Agencies, central region, annual meeting. 
Ambassador West Hotel, Chicago. 


*Oct. 14-15—Missouri AP Radio-Tv Assn. 
meeting, Kentwood Arms Hotel, Sprnigfield, 
Mo. 


Oct. 13-15—American Assn. of Advertising 
Agencies, board of directors’ meeting. 
Sheraton-Chicago Hotel, Chicago. 


Oct. 15-18—American Assn. of Advertising 
Agencies, western region convention. Hotel 
del Coronado, Coronado, Calif. 


Oct. 19-21—Advertising Federation of 
America, 3rd district convention. Jack Tar 
Hotel, Durham, N. C. 


Oct. 20-22—American Women in Radio & 
Television, Pennsylvania conference. Penn- 
Sheraton Hotel, Pittsburgh . 





NAB fall conferences 


Oct. 13—Hotel Jefferson, St. Louis 
Oct. 16—Sheraton-Dallas, Dallas 
Oct. 18—Hotel Utah, Salt Lake City 
Oct. 20—Sheraton Palace, San Fran- 
cisco 

Nov. 10—Somerset Hotel, Boston 
Nov. 13—Pittsburgh Hilton, Pittsburgh 
Nov. 15—Hotel Leamington, Minnea- 
polis 

Nov. 20—Robert Meyer Hotel, Jack- 
sonville, Fla. 














BROADCASTING PUBLICATIONS INC. 


Vice PRESIDENT............... uryY LONG 

Waem PRRSEDENE. .: 2... cccces. Epwin H. JAMES 

IIE. Sisé- 6.0 tunacuueneeaeead ..H. H. Tasn 
SRE Re Re er ae B. T. TatsHorr 

eee ee GC. 

Asst. Sec.-TREAS........ LAWRENCE B. TAISHOFF 


ES 4 BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 
Executive and publication headquarters: 
BROADCASTING-TELECASTING Bldg., 1735 DeSales 
St., N.W., Washington 6, D. C. Telephone 
Metropolitan 8-1022. 


EpIToR AND PUBLISHER 
Sol Taishoff 


Editorial 


Vice PRESIDENT AND EXECUTIVE EDITOR 
Edwin H. James 


EprtoriaL Director (New York) 
Rufus Crater 


MANAGING EbITOR 
Art King 


Senior Epitors: J. Frank Beatty, Bruce 
Robertson (Hollywood), Frederick M. Fitz- 
gerald, Earl B. Abrams, Lawrence Christo- 
et (Chicago); Associate Eprrors: Harold 

opkins, Dawson Nail; Starr WRITERS: 
George W. Darlington, Bob Forbes, Malcolm 
Oettinger Jr., Sid Sussman, Leonard Zeiden- 
berg; ITORIAL ASSISTANTS: Jim deBetten- 
court, Nancy Kelly; Mark McWhiney, Rose- 
marie Studer; SEcRETARY TO THE PUBLISHER: 
Gladys Hall. 


Business 


Vice PRESIDENT AND GENERAL MANAGER 
Maury Long 


Vice PRESIDENT AND SALES MANAGER 
Winfield R. Levi (New York) 


ASSISTANT PUBLISHER 
Lawrence B. Taishoff 


SoutTHern Sates MAnacer: Ed Sellers; Pro- 
DUCTION MANAGER: George L. Dant; TRAFFIC 
MANAGER: A Stevens; CLAssIFIED ADVER- 
TISING: Doris Kelly; ApverTIsING ASSISTANTS: 
ae Michael, Peggy Longworth, Robert 
andor. 


COMPTROLLER: Irving C. Miller: 


4 ASSISTANT 
AvupitTor: Eunice Weston. 


Circulation and Readers’ Service 


Supscriprion Manacer: Frank N. Gentile; 
CrrcutaTIon ASSISTANTS: David Cusick, Chris- 
tine Harageones, Edith Liu, Burgess Hess, 
Nicholas Restauri. 

Director oF PusBLiIcaTIons: John P. Cosgrove. 


Bureaus 
New York: 444 Madison Ave., Zone 22, Plaza 
5-8354. 


Eprrortat Director: Rufus Crater; Bureau 
News Manacer: David W. Berlyn; AssocraTE 
Eprtor: Rocco Famighetti; Srarr Writers: 
Richard Erickson, iane Halbert, Morris 
Gelman, Jeannie Weiss. 


Vice PRESIDENT AND SALES MANAGER: Winfield 


R. Levi; Sates Service ManaceER: Eleanor R. 
Manning; ADVERTISING REPRESENTATIVE: Don 
Kuyk. 

Chicago: 360 N. Michigan Ave., Zone 1, 


Central 6-4115. 


Senror Eprror: Lawrence Christopher; Mm- 
west SALES MANAGER: Warren W. Middleton; 
ASSISTANT: Barbara Kolar. 


Hollywood: 6253 Hollywood Blvd., Zone 28, 
Hollywood 3-3148. 


Senior Eprror: Bruce Robertson; WESTERN 
Sates Manacer: Bill Merritt; Assistant: Vir- 
ginia Stricker. 


Toronto: 11 Burton Road, Zone 10, Hudson 
9-2694. CORRESPONDENT: James Montagnes. 





BroapcastTING* Bagesipe was founded in 1931 
by Broadcasting blications Inc., using the 
title, Broapcastinc*—The News Magazine of 
the Fif Estate. Broadcast Advertising* 
Was acquired in 1932, Broadcast Reporter 
1933 and Telecast* in 1953. Broapcastinc- 
TELECASTING* was introduced in 1946. 


*Reg. U.S. Patent Office 
Copyright 1961: Broadcasting Publications Inc. 


BROADCASTING, September 4, 1961 











1980 
FOOT 
GIANT!!! 


KTAL-TV, now on 
the air with... 








*% The Tallest Tower 
in the South! 


* City grade service in 
Two Metro Markets! 


*% Studios in Shreveport 
and Texarkana! 





* Widest coverage of the 
Ark-La-Tex! 


* Dominant NBC for 1% 
Million viewers! 





: 


GIANT ... in Power - Coverage - Service / 


i _ KTAL-TV 


Channel 6 — NBC for 


SHREVEPORT 
Texarkana and the Ark-La-Tex 

Walter M. Windsor, General Manager James S. Dugan, Sales Director 
... for the full 








“Kay-Tall” story, get 
the facts from 


BLAIR TELEVISION ASSOCIATES 
National Representatives 








The new KTAL-TV studios, largest and finest in the market, and 


i 


Shreveport’s only building designed especially for television. 
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PACKED 
WITH MORE 


FACTS 
than any 


other 
source book: 


eComplete directory of all U.S. tele- 
vision and radio stations. eLists of 
station and network personnel; owner- 
ship and facilities information. eBroad- 
cast regulations, code. eF acts, figures, 
history of the broadcasting business. 
eDirectory of TV-radio agencies, sup- 
pliers, services, trade associations, pro- 
fessional societies, allied organiza- 
tions. eData on Canadian, Mexican 
and Caribbean broadcasters, foreign 
language stations within the U.S. 
e“The Dimensions of Broadcasting” 
—key facts about television and radio. 
AND hundreds of other reference sec- 
tions covering virtually every up-to- 
date aspect of the broadcasting busi- 
ness—all assembled in a single defini- 
tive volume to answer thousands of 
basic questions for thousands of 
agency, advertiser and station users. 
In all, more than 600 pages crammed 
with current information! 


order now! 


1961-62 


BROADCASTING 
YEARBOOK 


1735 DeSales Street, N.W. 
Washington 6, D. C. 


New York—Chicago—Hollywood 


September Publication 
$4.00 per copy 
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How it began 


EDITOR: Isn’t BROADCASTING carrying 
modesty a bit too far these days? Or 
are you unaware that yours was the 
first publication to print a valid solu- 
tion to the “paper jungle” mess atten- 
dant upon the billing and affidaviting 
for spot commercials? 

Within three weeks, two organiza- 
tions have announced plans to centralize 
billing procedures for stations and agen- 
cies [BROADCAST ADVERTISING, Aug. 7 
& 21)... 

It was back on Nov. 23, 1959, that 
BROADCASTING published a MONDAY 
MEMO written by Norman Cohen of 
Mogul Williams & Saylor, now secre- 
tary of MW&S. In it Mr. Cohen ad- 
vanced his ideas for centralizing and 
automating the costly and time-wasting 
paperwork in spot buying and selling 
...—Arthur W. Peretz, Director of 
Public Relations, Mogul Williams & 
Saylor Inc., New York. 


Everyone’s advantage 


EDITOR: We have been amazed at the 
widespread interest and response created 
by your article [BROADCAST ADVERTIS- 
ING, July 10] on our fall Zonolite cam- 
paigns. Telephone and mail inquiries 
have been pouring in from representa- 
tives of stations throughout our area for 
details on our 1961 campaign. 

Articles like this prove to your read- 
ers what exceptional opportunities for 
business there are for the local station 
when it joins a manufacturer’s national 
campaign. We feel that you are doing 
your readers a great service by report- 
ing of this type and that it will result to 
everyone’s advantage . . . —Harvey W. 
Steiff, Vice President, Western Mineral 
Products Co., Minneapolis. 


Best commercials 


EDITOR: I would like to draw the atten- 
tion of automobile manufacturers to 
the fact that these (automobile) com- 
mercials [LEAD Story, Aug. 28] ranked 
the highest in our recent survey [PRo- 
GRAMMING, July 31].—Peter Goelet, 
President, National Audience Board, 
New York. 


Collins critic 


EDITOR: . . . I endorse every word of 
your editorial, “Collins conundrum” 
{EpiroriALs, Aug. 21], and completely 
agree with you that it is a matter of 
utmost importance that the NAB en- 
gage a veteran broadcaster for execu- 
tive vice president. 

I also am very disillusioned with the 
performance of Gov. Collins . . . It 


MIKE ® 


is about time somebody stands up and 
lets it be known that radio stations 
throughout the country have developed 
new services which were undreamed of 
10 years ago and that they are render- 
ing community services far beyond the 
call of duty. 

I would even go so far as to say that 
the NAB should have the guts to stand 
up and question whether broadcasters 
should not be given, by act of Congress, 
rights similar to those given to all other - 
businesses whose resources once upon 
a time belonged to the government. 
Years ago every tree, every blade of grass, 
every ounce of petroleum and every 
pound of mineral belonged to the gov- 
ernment and, therefore, to the people. 
Arrangements have been made over the 
last century and a half whereby natural 
resources were turned over to private 
enterprise and this is what has made 
America great. 

It is rather unfortunate that at this 
crucial moment the president of the 
NAB sees fit to take a noncommittal 
stand . . . It seems to me that [he] is 
remiss in his duty because right. now he 
should be traveling . . . from coast to 
coast to exhort . . . the state organiza- 
tions and consult with them ; 
—Egmont Sonderling, President, 
WOPA-AM-FM Oak Park, Ill. 





Chicago revisited 


EDITOR: Yesterday I finished poring 
over the voluminous stories you carried 
[GOVERNMENT, Aug. 7] about the law 
school symposium [on broadcast regula- 
tion and responsibility] . . . With your 
sanction we intend to lift pieces of your 
work for the October issue of the 
Alumni News magazine which will carry 
a roundup picture story on the sym- 
posium.—Bill Bennett, Department of 
Development, Northwestern U., Evans- 
ton, Ill. 

{Permission granted.] 


Same impression 


EDITOR: CONGRATULATIONS ON YOUR 
EDITORIAL [EDITORIALS, AUG. 28] RE- 
GARDING FIRST ISSUE OF ‘SHOW BUSINESS’ 
MAGAZINE. I GOT THE SAME IMPRESSION 
YOU PUT INTO YOUR USUALLY DESCRIP- 
TIVE WORDAGE.—EDWIN K. WHEELER, 
GENERAL MANAGER, WWJ-AM-FM-TV DE- 
TROIT. 


Texas market story 


EDITOR: .. . A highly outstanding story 
on Texas. You captured the picture on 
the broadest possible front. We have 
circulated the Aug. 21 issue of BRoaD- 
CASTING to our clients . . . a conscien- 
tious, accurate and enlightening cover- 
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A bright outlook 
on a busy world... 


a “Metropolitan 


personality.” 


METROPOLITAN 
BROADCASTING 


205 East 67th Street,New York 21, N.Y. 


eae 


TELEVISION STATIONS 
WNEW-TV New York,N.Y. 
WTTG Washington, D.C. 
KMBC-TV Kansas City, Mo. 
KOVR Sacramento- 
Stockton, California.- 
WTVH Peoria, [llinois 
WTVP Decatur, Illinois 
RADIO STATIONS 
WNEW New York, N.Y. 
WHK Cleveland, Ohio 
WIP Philadelphia, Pa. 
KMBC Kansas City, Mo. 


A DIVISION OF METROMEDIA, INC. 
other divisions are: 

FOSTER and KLEISER, Outdoor Advertising 
Los Angeles, Calif.; Long Beach, Calif.; San 
Francisco, Calif.; Oakland, Calif.; San Diego, 
Calif.; Fresno, Calif.; Sacramento, Calif.; 
Seattle, Wash.; Portland, Ore.; Phoenix, Ariz. 
WORLDWIDE BROADCASTING, WRUL Radio. 
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Yes... but the market for children's 
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products is a very grown-up one. Here acon TOYS 
are some of the wide-awake marketers CRACKER JACK 
who are selling kid stuff via Channel 11 DELUXE READING TOYS 
in Pittsburgh. How about you? po alc 
g y GOLDEN BOOKS 
HAPPY HOUR TOYS 
KOOL-AID 
CHANNEL MARX TOYS 
MATTEL TOYS 


POLL PARROT SHOES 
THRIFTY BINDERS 
VIEWMASTER 

WELCH GRAPE JUICE 
WESTERN TABLET 
WHITMAN TOYS 
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The eyes of Pittsburgh 
Represented nationally by Blair-TV 
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age of our area as well as the entire 
state.—Joseph Kelley, Partner, Adcraft 
Adv. Agency, Corpus Christi. 


EDITOR: . . . One of the best articles I 
have ever read on our state .. . refresh- 
ing after . . . the many articles on 


Texas written in a sarcastic vein, al- 
though attempting to point out the 
heavy economic growth.—Tol Ware, 
Vice President, Amarillo National Bank, 
Amarillo. 


EDITOR: . . . An excellent report on 
Texas done in very good taste. This 
is unusual for outside reporting on 
Texas and some of the individuals who 
live here.—Jack C. Vaughn, Chairman 
of the Board, Trigg-Vaughn Stations, 
Dallas. 


EDITOR: . . . Magnificent. Your facts 
are straight . . . a very accurate picture 
of Texas and Dallas—Hal Dawson Jr., 
Dallas Chamber of Commerce. 


EDITOR: While recognizing your space 
limitations on your treatment of Texas’ 
Spanish-language market, we feel you 
were much too casual about it . . . There 
are 1%4 million Mexican-Americans in 


Texas . . . It would seem case studies 
would be the most effective way of 
judging all media . . . The Mexican- 


American, regardless of whether or 
not he is bilingual, is most effectively 
persuaded in his own language . . . 
There are three Spanish-language sta- 
tions in San Antonio, two in Corpus 
Christi and several serving the Rio 
Grande Valley and El Paso.—Arthur 
Gordon, Vice President, National Time 
Sales, New York. 


EDITOR: . . . The finest in-depth general 
study I’ve read. However, in my opin- 
ion not enough attention was paid to 
the broadcast pioneers in this state. 

A note of added interest . . . Fm is 
missing from many of the top mar- 
kets in the U.S. Yet in the twin cities 
of Odessa-Midland there are three in 
operation and one cp granted—all in- 
dependents . . . —Roy A. Elsner, Gen- 
eral Manager, KQIP (FM) Odessa. 


EDITOR: Enjoyed your special report on 
Texas. . 3: 

You will no doubt get many letters 
from Texans . . . Of course, here in Los 
Angeles, we will naturally take a very 
casual, lofty, superior, and tolerant view 
of the entire Texas matter, since their 
population, building and economic ex- 
pansion claims can’t begin to compare 
with ours—and even Arizona leads 
them percentage-wise.—Red Blanchard, 
KNX Los Angeles. 


{Reprints of BROADCASTING’s | special 

‘Texas market story are available at 20 cents 

oe copy or $20 per hundred, plus express 
r mailing charges.] 
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“TRIPLE SPOTTING ON KVOO-TV”’ 


Many agencies and advertisers have been concerned 
about over-commercialization as a result of the 42-second 
breaks this fall. 


The management of KVOO-TV has reaffirmed its policy 
which has been in effect for the past five years: there will 
be no triple spotting . . . no over-commercialization .. . 
on Tulsa’s Channel 2. 


“Our policy on the above remains absolutely inflexible. 
WE WON’T DO IT!” 


The result? You buy with confidence when you buy 
KVOO-TV in Tulsa. 
Represented by 


- CSS 


The Original Station Representative 
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THE BUSINESSWEEKLY OF TELEVISION AND RADIO 
1735 DeSales St., N. W. Washington 6, D. C. 


NEW SUBSCRIPTION ORDER 
Please start my subscription immediately for— 
(0 52 weekly issues of BROADCASTING $ 7.00 
(C 52 weekly issues and Yearbook Number 11.00 
(0 Payment attached 0 Please Bill 





name title/ position* 





* Occupation Required 


company name 





address 





city zone state 
Send to home address—— 

















MONDAY MEMO from HIDEO YOSHIDA, president, Dentsu Adv. Ltd., Tokyo 


Japan offers ready-made radio-tv markets to the U. S. advertiser 


I am often disappointed by the lack 
of news and publicity in the US. 
lack of news and publicity in the U.S. 
about Japanese advertising in general 
and Japanese broadcasting in particu- 
lar even though Americans have been 
instrumental in many ways in bringing 
about the phenomenal growth of the 
advertising business in Japan. I also 
wonder why more Americans are not 
giving deep thought to the Japanese 
market when that country is currently 
engaged in reducing its trade barriers 
against imports from the U.S. and other 
countries. 

The 1960 advertising volume in Ja- 
pan totaled $500 million, an increase 
of 23.6% over 1959. Of this figure, 
21.5% went into television and 10% 
into radio for a combined spending of 
nearly $160 million. 

To Americans accustomed to figures 
reaching the multi-million-dollar level, 
this may be insignificant, but to the 
Japanese who have seen its growth from 
literally nothing in 1951 to its present 
size, it is encouraging and inspiring. 

Commercial Advent = For nearly 
three decades, until some time after 
World War II, Japan’s radio was mon- 
opolized by the government-owned 
NHK (Japan Broadcasting Corp.) dur- 
ing which commercial radio was banned. 
In 1951, I had the pleasure of working 
with Japanese business leaders to estab- 
lish commercial broadcasting. 

Today more than 15 million regis- 
tered and 20 million unregistered radio 
sets tune to 110 commercial stations 
and the national government-sponsored 
NHK network. Telecasting began with 
less than 800 sets in all Japan in Feb- 
ruary 1953; as of August 1961, over 
seven million sets were registered and 
we estimate that there are eight million 
sets in the country. There are now 67 
commercial tv stations, plus 78 gov- 
ernment-owned stations, of which 11 
are educational. 

Most tv sets in Japan are 14 inches 
and sell from $100 to $170. This equals 
about two months pay for the average 
Japanese and can be paid by the instal- 
ment system, so sets continue to sell 
at a very brisk pace. Through a national 
microwave network, tv waves cover 
85% of the country, and the govern- 
ment is preparing reallocations for a 
secondary channel plan, which should 
extend coverage to 95%. 

In the strict sense of the term, there 
is no commercial radio or television 
network, but a nationwide hookup is 
often effected on the basis of sponsor 
requirements. But most local stations 


prefer to hook up with one or more 
Tokyo stations and to a lesser extent 
with stations based in Osaka. Station 
hookups or sponsor networks are af- 
fected through the national microwave 
setup, video-tape or film distribution. 

Television broadcast hours vary 
slightly. In general, weekday broad- 
casting hours are 7-9 a.m., 11 a.m.-5 
p.m. and 5:30 p.m.-12 midnight— 
averaging 14 hours daily. On Saturdays 
and Sundays, this increases to 17 hours. 
Most programs are 30 minutes, but 45- 
minute and 60-minute programs are 
increasing. 

Quality = The quality of Japanese 
programs is generally very high when 
the price and time factors are consid- 
ered. Kabuki shows, Broadway-type 
musicals and other shows are carried 
frequently on the commercial tv stations. 

American films usually receive high 
ratings, and although they amount to 
only a little over 16% of the total pro- 
gramming, they are heavily concen- 
trated in prime time segments. Em- 
phasis on American films will continue 
to increase, particularly with the grad- 
ual lifting of import barriers. U.S. tv 
films continue to command top billing 
because major Japanese film producers 
have not yet joined with the television 
industry to produce high quality tv films 
and because there has been a multifold 
increase in production expenditures to 
advertisers. 

In the commercials, the soft-sell ap- 
proach predominates; the hard-sell var- 
iety, while on the increase, tends to 
antagonize the audience. Some are 
so soft and indirect that one often won- 
ders who the sponsor is and what he is 
trying to sell. 

Most Japanese tv commercials are 
30 seconds or 60 seconds in length; 30- 
second spots predominate in station 
breaks. For some reason 20-second 


spots have not caught on, but 10-second 
and 5-second IDs are quite popular. 

Scarcity = Prime time is next to im- 
possible to secure, and when it is avail- 
able, the key station often dictates the 
station lineup. Advertisers who desire 
favorable time segments on any. tv 
station must establish seniority over the 
years and must work through strong 
advertising agencies. _ Also, prime sta- 
tion breaks are usually sold out for 
long periods; it is necessary to be alert 
to see that one does not miss a sudden 
shift among the established sponsors. 

In 1951 when commercial radio went 
on the air, Dentsu Adv. Ltd. was forced 
into establishing a radio audience rating 
service; again when commercial tele- 
vision began operations, Dentsu went 
into the field of tclevision audience rat- 
ings. Through the years, Dentsu’s audi- 
ence ratings have become accepted in 
the Japanese advertising industry as the 
medium for judging and evaluating tv 
programs. 

The future of television in Japan is 
very bright as sets continue to increase 
and new stations are successfully 
launched. Several key stations also have 
been experimenting with color broad- 
casting during the past few years and 
color set owners in the metropolitan 
areas of Tokyo and Osaka get a regular 
fare of color programs averaging over 
three hours daily. While color sets are 
few in number and set prices almost 
prohibitive, the major stations are going 
ahead with color plans. 

Since black-and-white television es- 
tablished itself in Japan so successfully 
even in the initial stage through use of 
sets located in public spots, and in 
restaurants and cafes, many television 
executives feel they can succeed just as 
well with color sets, using the same 
methods. At any rate, color tv has Jap- 
anese advertising’s attention today. 


Hideo Yoshida, whose singular pioneer 
role in Japanese advertising is frequently 
paralleled with Albert Lasker’s leadership 
in the U.S., entered Dentsu Adv. in 1958 
upon graduation from Tokyo U., where he 
studied economics. He became president 
of Dentsu in 1947. It was primarily through 
his perseverance, with support from the 
U.S. occupation force in Japan after World 
War Il, that the Japanese government per- 
mitted commercial radio to start in 1951 


and commercial tv in 1953. 
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The nostalgia that was the 20’s comes 
vitally alive... more glorious than ever! 
Razz-Ma-Tazz . . 15 memory-igniting 
vocal and ensemble jingles that 
relive a-fantastic era... when B. Boop, 
R. Vallee, A. Jolson were legends 
in the making .. when 

The Untouchables were making legend 
for summer re-run . . when 
_» THE SOUND was king! Razz-Ma-Tazz, 
15 authentic new station ID jingles 
*.that capture this lush era as- only 
CRC can. . Razz-Ma-Tazz, the 

most stimulating sound ever to 
distinguish your station! 

Call or wire today for free audition. 
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When your television dollars are 
looking for the network and the 
time period that will deliver the 
biggest and most responsive na- 
tional audience, remember this: 


1 
/2 


In the critical matter of half-hour 
by half-hour ratings, ABC-TV 
showed its popular appeal with 
21 out of 51 firsts...more firsts, that 
is to say, than Net Y or Net Z.* 








Yo 


The percentages are riding with 
you on ABC-TV. Take a look at the 
latest National Nielsen, see how 
the lookers, coast-to-coast-wise, 
are spending their looking-time. 





*Nielsen National TV Report; Average Audi- 
ence, all sponsored time periods, two weeks 
ending Aug. 6, 1961, Mon. thru Sat., 7:30-11:00 
PM; Sun. 6:30-11:00 PM. 


ABC Television 
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TELEVISION PASSES RECESSION TEST 


™ Economic downturn fails to halt rising curve of medium 
™ Second quarter rally puts ’61 spot billings even with ’60 
m@ FCC figures show network, spot with 7% gain in last year 


Television is now emerging from its 
third and most severe economic reces- 
sion test in 10 years with its sales still 
moving upward. 

Two reports last week buttressed the 
rising optimism evident during the past 
few weeks on a wave of accelerating 
sales for fall and winter. Together the 
reports show that television weathered 
the general economic downturn of 
1959-60 with its sales curve intact and 
still rising—the only major medium 
to do so. 

= FCC’s official report for 1960 
showed national spot and network sales 
wound up the year 7% ahead of the 
total for 1959, even though the gen- 
eral economy was in a slide through 
most of the last half of 1960. 

= Television Bureau of Advertising 
estimates for the first half of the cur- 
rent year showed the 1960 advances 
had been slowed but not stopped by 
the general downturn, which hit bot- 
tom in the first quarter of 1961. Spot 
billings, off 2.1% in the first quarter, 
rallied in the second and wound up 
the first six months about 1% below 
the 1960 level. Network billings, which 
rose 6.2% in the first quarter, climbed 
8.2% in the second and 7.5% for the 
six-month period. Total national bill- 
ing rose 3.7% for the six months. 

On this track record through the 
rocky recession period there appeared 
little doubt that, barring war or other 
unpredictable catastrophe, _ television 
would wind up 1961 with another rec- 
ord in national sales. The networks’ 
fall sales have been running ahead of 
last year’s pace (BROADCASTING, Aug. 
7, et seq) and spot sales, picking up 
noticeably in recent weeks, are ex- 
pected to continue these gains and 
prove stronger in the fourth quarter. 

TvB foresees total network billings 
of about $735 million for the year, a 
gain of about 8% over 1960, and spot 
billings of at least $625 million, a 2% 
rise. These estimates represent gross 
time billings, before commissions and 
discounts. 

Although there are no authoritative 
figures on the current condition of 
local television sales, there is nothing 
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to indicate a local pattern materially 
different from that shown for national. 
The FCC figures for 1960 showed local 
business performing at about the same 
percentage level of increase—7.6% — 
as network and spot. 

Good Track Record = Television’s 
record in the face of general economic 
decline was seen as especially hearten- 
ing in relation to the sales of rival 
media, none of which gained or even 
held even in the first half of this year 
as compared to the same period a year 
ago. Tv’s major competitors did ad- 
vance in 1960 as compared to 1959, 
although in most cases at lower per- 
centage levels than television. 

Media Records estimated gross na- 


tional advertising expenditures for 
newspaper space in 1960 at $782,149,- 
000, up 1.2% from 1959. Leading 
National Advertisers put the compara- 
ble figure for magazines at $853,581,- 
000, up 9%, There were no compara- 
ble estimates on radio’s gross, but Mc- 
Cann-Erickson estimated net expendi- 
tures for radio time and talent at 
$668,000,000, a gain of 1.8%. 

In the first half of 1961, however, 
the print media took a tumble and 
radio also slipped behind its totals for 
the same period of 1960. Magazine 
revenues were estimated at $419 mil- 
lion, a drop of 4%, and newspaper 
lineage was down 6.8%. Although 


there were no official estimates on net- 


























Uhf television moved into the 
black ink column for the first time 
in its eight-year life in 1960. Total 
income for the chs. 14 to 83 stations 
amounted to $300,000. 

In previous years, uhf stations as 
a group showed losses of $500,000 in 
1959, $2.2 million in 1958, and $3.5 
million in 1957. 

Last year, the FCC’s 1960 fi- 
nancial report on tv showed, half of 
the 72 uhf stations operating for the 
full year ended with a profit, while 
the other half showed losses. 

Other highlights of uhf’s financial 
muscle in 1960: 

# Two uhf stations made profits 
before federal income taxes of be- 
tween $200,000 and $400,00. Most, 
19 of them, had profits of less than 
$50,000. 

= The same number, 19, had losses 
of less than $50,000—and again two 
uhf operators sustained losses of be- 
tween $200,000 and $400,000. 

= Eighteen uhf stations reported 
total revenues in the $200,000-$400,- 
000 class—with half of these an- 
nouncing a profit, while the other 
half reported a loss. Thirteen uhf 
stations had total revenues of less 





Uhf makes profit-$300,000 for 72 stations 






than $100,000 for the year (of 
which 10 sustained losses), while 12 
uhf outlets reported total revenues 
of between $400,000 and $600,000 
(again with half showing a profit and 
half a loss). 


UHF PROFIT AND LOSS 
(as of Dec. 31, 1960) 


Profit Loss 
Full year operation” ................ 30H 
Part year operation*™ .............. _ 3 


Total Broadcast Revenues 





(for stations operating full year) . 39 
$1—$1.5 million .................... _ 
$800,000—$1 million ................ 2 
$600,000—$800,000 .................. 5 — 
,000—$600,000 .................. 6 6 
00,000— ROOTS 9 9 
100,000—$200,000 .................. 1 9 
less than $100,000 ................ 3 10 
Total 36 
Profits (before federal 
income tax) or losses 
00, "_, RREAOSRER 2 2 
$100, og ES 7 4 
$50,000 100,000 dchtaoslekcn 8 11 
less than $50,000 Bis ccbpbdvedie 19 19 
Total 36 36 





*Data is not available for one station which 
operated full year and is not counted in 
these figures. 

**There were two stations which operated 
during 1960 but which ceased before Dec. 
31, 1960. These are not counted. 








Individual market revenue for 1960 compared with that in 1959 


Number Total 1960 Network Gain or Spot Gain or Local Gain or 
Stations Revenues 1960 1959 (loss) 1960 1959 (loss) 1960 1959 (loss) 
Market Reporting (000) (000) (000) (000) (000) (000) (000) (000) (000) (000) 
New York, N. Y. 7 $75,444 $10,656 $11,070 (414) $59,629 $53,852 5,777 $12,037 $10,570 1,467 
Los Angeles, Calif. 7 45,404 5,683 5,302 381 28,013 28,545 (532) 17,501 16,992 509 
Chicago, lil. 4 41,082 6,007 6,158 (151) 27,933 25,327 2,606 363 8,090 273 
Philadelohia, Pa. 3 24,928 5,165 5,136 29 18,520 16278 2,242 4,759 3,994 765 
Boston, Mass. 3 20,034 3,627 3,620 7 13,869 13,191 678 5,499 5,251 248 
Detroit, Mich. 3 18,139 4443 4,255 188 10,798 10,042 756 4,239 4,406 (167) 
Cleveland, Ohio 3 16,895 3,444 3,411 33 10,391 9,004 1,387 3,649 3,378 271 
San Francisco-Oakland, Calif. 4 17,161 3,499 3,364 135 9,791 9,716 75 5,477 5,346 131 
Pittsburgh, Pa. 3 15,371 3,057 3,262 (205) 10,727 10,782 (55) 3,700 3,351 349 
St. Louis, Mo. 4 12,434 2,595 2,539 56 8137 7,014 1,123 3,129 3,178 (49) 
Washington, D. C. 4 11,831 2,343 =. 2,431 (88) 7,579 6,948 631 2,485 2,314 171 
Minneapolis-St. Paul, Minn. 4 11,461 2,432 2,408 24 5,414 5,070 344 4,139 3,644 495 
Buffalo-Niagara Falls, N. Y. 3 10,304 2,213 2,120 93 6,909 6,081 828 2,868 2,529 339 
Dallas-Fort Worth, Tex. 4 10,211 2,074 2,151 (77) 5,234 4,529 705 3,615 3,131 484 
Cincinnati, Ohio 3 9,875 1,967 1,922 45 5,656 5,227 429 2,281 2,316 (35) 
Baltimore, Md. 3 9,712 2,115 2,096 19 6,205 5,792 413 2,622 2,742 (120) 
Indianapolis-Bloomington, Ind. 4 9,264 1,860 1,819 41 5,406 5,220 186 2,504 2,258 246 
Miami, Fla. 3 9,247 1,469 1,406 63 4,950 4,659 291 3,005 2,533 472 
Milwaukee, Wis. 4 9,195 2,141 1,924 217 5,878 5,515 363 2,199 1,875 324 
Hartford-New Haven-New 5 8,916 1,815 1,637 178 7,017 5,922 1,095 1,377 1,265 112 
Britain-Waterbury, Conn. 
Kansas City, Mo. 3 8,537 2,062 2,071 (9) 5,606 4,939 667 1,940 2,041 (101) 
Seattle-Tacoma, Wash. 5 8,208 1,830 1,606 224 5,488 5,421 67 1,800 1,539 261 
Houston-Galveston, Tex. 3 8,163 1,765 1,611 154 5,288 4811 477 2,306 432 (126) 
Columbus, Ohio 3 7,971 1,694 1,659 35 4,597 4,038 559 2,102 2,060 42 
Atlanta, Ga. 3 7,404 1,706 1,665 41 4,399 3,882 517 1,921 1,927 (6) 
Denver, Colo. 4 7,010 1,198 1,171 27 3,634 3,340 294 2,459 2,541 (82) 
Portland, Ore. 3 6,560 1,560 1,463 97 4,554 4,130 424 1,556 1,505 51 
New Orleans, La. 3 6,407 1,418 1,386 32 3,472 3,127 345 2,230 2,288 (58) 
Oklahoma City-Enid, Okla. 3 5,575 1,372 1,356 16 2,833 2,838 (5) 1,548 1,336 212 
Albany-Schenectady-Troy, N. Y. 3 5,559 1,545 1,496 49 3,504 3,279 225 1,142 1,015 127 
Memphis, Tenn. 3 5,265 1,688 1,592 96 3,139 2,852 287 1,136 1,065 71 
Tampa-St. Petersburg, Fla. 3 27 1,065 1,016 49 2,983 2,531 452 1,739 1,536 203 
Sacramento-Stockton, Calif. 3 5,232 1,065 913 152 3,545 3,383 162 1,456 1,241 215 
3 4,730 1,278 = 1,099 179 2,156 2,004 152 604 1,335 269 
News-Hampton, Va. 
Guat, Neb. 3 4,631 1,365 1,353 12 2,361 2,415 (54) 1,013 928 85 
Nashville, Tenn. 3 4,601 1,288 1,254 34 1,939 1,609 330 1,865 1,672 193 
Harrisburg-Lancaster-York- 5 4,325 1,216 1,161 55 2,791 2,518 273 1,149 1,060 89 
Lebanon, Pa. 
Phoenix-Mesa, Ariz. 4 4,320 782 727 55 1,705 1,467 238 2,159 1,835 324 
San Antonio, Tex. 4 4,139 1,088 1,060 28 2,304 2,067 237 1,34 1,288 61 


TELEVISION PASSES RECESSION TEST 


work radio, its total billings were gen- 
erally acknowledged to have been hard 
hit in the first quarter but to be re- 
covered steadily in the second. The 
latest estimates on spot radio indicate 
that while business rallied strongly in 
the second quarter and full-year totals 
probably will be better than last year’s, 
billings in the first half were still 4.7% 
below those for the same 1960 period 
(see story page 37). 

Important Index = Definitive figures 
on tv’s performance through the 1960-61 
slump had been awaited somewhat 
more nervously than in preceding re- 
cessions because this was the first since 
television neared its apparent leveling- 
off point in terms of both tv homes and 
tv stations. In the 1953-54 slump, the 
first after it became a major adver- 
tising vehicle, television was still grow- 
ing rapidly and its sales climb scarcely 
wavered. In the 1957-58 downturn tv’s 
rate of growth had clready slowed per- 
ceptibly and its sales, too, though they 
continued to advance moderately. 





continued 


The question in the 1959-60 down- 
turn—apparently answered in the nega- 
tive—was whether television had now 
reached a point where it might be 
more vulnerable, like its print com- 
petitors, in times of general economic 
rough sledding. 

TvB’s second-quarter spot sales re- 
port—prepared for TvB by N. C. 
Rorabaugh Co.—indicated that despite 
spot’s rocky start in the first three 
months, sales in the second quarter 
pulled even with and even exceeded by 
a fraction (0.04%) the total for the 
pre-recession second quarter of 1960. 

The 1961 second-quarter total was 
put by TvB-Rorabaugh at $160,599,- 
000, representing reports from 338 sta- 
tions. The 0.04% gain was figured on 
the basis of 314 stations which sub- 
mitted reports for the second quarters 
of both years. 

Rally Builds Total = The second- 
quarter rally brought the spot total for 
the first six months to $311.9 million 
as compared to $315.2 million for the 


same period of 1960. Network gross 
time sales meanwhile approximated 
$182.5 million in the first quarter and 
$181.4 million in the second for a first- 
half total of $363.9 million, as against 
$336.3 million during the first half of 
1960. 

Procter & Gamble again paced the 
spot tv field in the second quarter with 
gross billings of $16.4 million fol- 
lowed by Colgate-Palmolive with $4.7 
million and Lever with almost $4.3 
million (see list of top 100, page 32). 
Newcomers to the top 100 spot ad- 
vertisers were Phillips-Van Heusen 
Corp. with $428,000; Cities Service 
with $388,500; Pure Oil with $379,900 
and California Spray Chemical Corp. 
with $354,500. 

Four of the six principal product 
classifications showed gains over the 
second quarter of 1960. The cosmetics 
and toiletries group with $16.7 mil- 
lion was up 1.7%; ale, beer and wines 
with $14.8 million were ahead by 
10.4%; household laundry products 
with almost $13 million were up 8.5% 
and confections and soft drinks at 
$9.7 million were up 10.1%. Declines 
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Number Total 1960 Network Gain or Spot Gain or Local Gain or 
Stations Revenues 1960 1959 (loss) 1960 1959 (loss) 1960 1959 (loss) 
Market Reporting (000) (000) (000) ) (000) (000) (000) (000) (000) (000) 
Rochester, N. Y. 3 4,109 1,051 1,105 (54) 2,591 2,246 345 1,002 ~=1,147 (145) 
Charleston-Oak Hill-Huntington, 4 4,099 1,207 1,141 66 1,896 1,785 111 1,146 1,079 67 
W. Va.-Ashland, Ky. 
bp er ea S. C.- 4 2,946 795 682 113 1,545 1,176 369 800 697 103 
eville, N. C. 
Fresno, Cal. 3 2,918 834 793 41 1,658 1,561 97 870 804 66 
Honolulu, Hawaii 3 2,835 304 252 52 1,096 937 159 1,598 1,519 79 
Portland-Poland Spring, Me. 3 ,809 820 667 153 1,659 1,461 198 586 461 125 
Mobile, Ala.-Pensacola, Fla. 3 2,786 587 487 100 1,258 963 295 1,003 996 7 
Flint-Saginaw-Bay City, Mich. 3 2,754 860 802 58 1,580 1,430 150 624 573 51 
Roanoke-Lynchburg, Va. 3 2,634 871 862 9 1,195 1,141 54 814 691 123 
Green Bay, Wis. 3 2,517 908 810 98 913 950 (37) 844 762 82 
Orlando-Daytona Beach, Fla. 3 2,405 543 523 20 956 714 242 1,040 919 121 
Fort Wayne, Ind. 3 2,397 763 690 73 953 919 34 831 819 12 
Peoria, lil. 3 2,392 710 663 47 1,011 977 34 852 791 61 
Knoxville, Tenn. 3 2,392 713 664 49 1,190 1,003 187 793 863 (70) 
Little Rock, Ark. 3 2,376 687 637 50 1,010 1,013 (3) 808 718 90 
Madison, Wis. 3 2,049 543 524 19 1,066 817 249 559 557 2 
Tulsa, Okla. 3 3,965 1,153 1,099 44 ,095 2,005 90 1,049 934 115 
Salt Lake City-Ogden-Provo, Utah 3 3,903 969 919 50 1,426 1,384 42 1,593 1,402 191 
Des Moines-Ames, lowa 3 3,707 1,059 998 61 2,388 2,355 33 686 623 63 
Johnstown-Altoona, Pa. 3 3,492 928 926 2 2,193 1,903 290 700 611 89 
Springfield-Decatur-Champaign- 5 3,305 752 Med 1,639  ¥ 1,261 age 3 
Urbana-Danville, III. 
Wichita-Hutchinson, Kans. 3 3,299 919 855 64 1,736 1,829 (93) 961 869 92 
Richmon¢-Petersburg, Va. 3 3,256 973 ~—-1,053 (80) 1,321 1,287 34 820 685 135 
Spokane, Wash. 3 3,059 710 672 38 2,067 1,794 273 822 846 (24) 
Wilkes-Garre-Scranton, Pa. 3 3,044 897 834 63 1,310 1,060 250 990 978 12 
Cedar Rapids-Waterloo, lowa 3 2,639 818 768 50 1,496 1,570 (74) 486 407 79 
Chattangoga, Tenn. 3 2,033 642 625 17 922 790 132 657 667 (10) 
Tucson, Ariz. 3 1,980 358 273 85 504 468 36 1,206 1,032 174 
Evansville, Ind. 3 1,947 635 516 119 686 688 (2) 806 702 104 
El Paso, Tex. 3 1,907 380 325 55 638 688 (50) 883 781 102 
South Bend-Elkhart, Ind. 3 1,900 547 540 7 677 721 (44) 701 589 112 
Albuquerque, N. M. 3 1,898 431 388 43 508 530 (22) 1,059 956 103 
Amarillo, Tex. : 3 1,867 430 390 40 588 558 30 1,014 ~—:1,019 (5) 
Paducah, Ky.-Cape Girardeau, 3 1,862 601 497 104 1,049 1,138 (89) 328 289 39 
Mo.-Harrisburg, Ill. 
Youngstown, Ohio 3 1,838 525 499 26 850 859 (9) 523 420 103 
Bakersfield, Cal. 3 1,782 336 se 721 ag 884 yas 
ee Minn.-Mason 3 1,674 393 332 61 595 676 (81) 674 656 18 
ity, lowa 
Colorado Springs-Pueblo, Colo. 3 1,512 301 219 82 445 423 22 766 695 71 
Las Vegas-Henderson, Nev. 3 1,192 113 86 27 199 219 (20) 788 698 90 
were registered by household cleaners, in Cleveland, St. Louis and Hartford- 
cleansers, polishs and waxes, off 10.1% |New Haven-New Britain-Waterbury, Near bullseye 
to $8.6 million, and tobacco products, Conn. z . 
BROADCASTING’s estimates of 


off 2.6% to $8.3 million (for com- 
plete category list see page 32). 

The TvB-Rorabaugh figures repre- 
sent gross expenditures for time only. 
before commissions and _ discounts, 
while FCC’s figures represent expendi- 
tures for time after the volume dis- 
counts. 

Spot by Markets = Although total 
spot revenues in 1960 climbed by 
8.3% over comparable 1959 income, 
the changes were spotty when time 
sales are analyzed market by market 
(see table above). 

In the number one tv market, New 
York, spot revenues leaped upward 
from 1959’s take by over $5.7 million. 

In Los Angeles, however, the num- 
ber two tv market showed spot reve- 
nues slipped by $500,000. 

Actually spot income went up in 
most of the top tv markets in 1960. 
Spot jumped by over $2.6 million in 
Chicago and by $2.2 million in Phila- 
delphia. 

It moved up by $1 million or more 
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In some 15 other cities, however, be- 
sides Los Angeles, spot fell below the 
1959 income from this category of 
time sales. 

These were Pittsburgh, Oklahoma 
City, Omaha, Green Bay, Little Rock, 
Wichita, Evansville, El Paso, South 
Bend-Elkhart, Albuquerque, Paducah- 
Cape Giradeau-Harrisburg (IIl.), 
Youngstown, Rochester-Austin (Minn.), 
Mason City (Iowa), Las Vegas-Hender- 
son (Nev.), Cedar Rapids-Waterloo 


~ (Iowa) and Wichita. 


Top Cities = Still the lead city, New 
York tv stations took in almost $75.5 
million in total broadcast revenues in 
1960, compared to $69.5 million in 
1959. Network time sales revenues 
dipped by over $400,000 but spot and 
local moved up, by $5.7 million and 
$1.5 million respectively. 

Los Angeles, remaining in second 
place for total tv revenues, accounted 
for $45.4 million, which was a slippage 
of $200,000 compared to 1959’s total 
revenues of $45.6 million. Network 





1960 television time sales—pub- 
lished more than six-months be- 
fore the FCC report—were vir- 
tually on the button. 

For the PERSPECTIVE 1961 is- 
sue (Feb. 20), BROADCASTING 
estimated total time sales at $1,- 
146.3 million. The FCC’s final, 
official figures for total time sales 
was $1,146.6 million, a difference 
of two hundredths of one percent. 
Sale of network time was figured 
at $462.2 million; the FCC re- 
ported this amounted to $471.6— 
a difference of 2%. Sale of na- 
tional non-network time was esti- 
mated at $469.7 million; the FCC 
reported this category at $459.2 
million—2% high for the esti- 
mate. Local time sales were esti- 
mated at $206.9 million; the 
FCC’s report showed $215.8 mil- 
lion for this category—a differ- 
ence of 4% between the estimate 
and actual official figures. 











How tv networks, stations fared 1958-60 





Post-Freeze television stations: 














Ne IE ise studio eae 243.9 228.8 202.3 
TABLE 1 76 ubf stations ...........c0cc0e0 30.5 28.5 28.3 
BROADCAST REVENUES, EXPENSES AND INCOME OF 3 TV NETWORKS AND Industry total $1,0245 $ 9416 $ 858.1 
530 TV STATIONS 
1960 - 1959 - 1958 Broadcast Income 
($ Millions) (Before Federal Income Tax) 


Broadcast Revenues 


19592 


1958! 3 Networks (including 15 owned and 
































erated Stations) .............cscssceseesesees $ 952 $.879 $ 77.0 
3 Networks (including 15 owned and 93 Pre-Freeze television stations ............ 98.5 95.1 75.8 
ated Stations*) .............crrceececrenseeee $ 640.7 $ 5761 $ 516.7. Bai a a 193.7 183.0 152.8 

93 reeze television stations.............. 303.2 291.2 263.6 Post-Freeze television stations: 
Subtotal 943.9 867.3 780.3 pS SR 50.1 39.8 21.3 
Post-Freeze television stations: 76 uhf stations «0.0.0.0... Pe ys tT 5 2.2 
346 vhf stations ................00.... 293.9 268.6 223.6 Industry total $ 2441 $ 2223 $ 171.9 

76 uhf stations ....................0.. 30.8 28.0 26.1 ee 
Industry total $1,268.6 $1,163.9 $1,030.0 ng gg 











Broadcast Expenses 





3 Networks (including 15 owned and 





11958 data cover 3 networks and 19 owned and operated stations; 
94 pre-freeze and 401 post-freeze stations (322 vhf and 79 uhf). 


21959 data cover 3 networks and 17 owned and operated stations; 
93 pre-freeze and 411 post-freeze stations (334 vhf and 77 uhf). Two net- 


|) (ae $ 545.5 $ 4882 $ 439.7 
93 reeze television stations ............ 204.6 196.1 187.8 work owned uhf stations were sold prior to December 31, 1959. 
Subtotal 750.1 684.3 627.5 * Includes one post-freeze vhf station. 





sales were up by $381,000 and local 
rose by $509,000, but spot fell back 
by $532,000. 

Chicago, in show position, took in 
$41 million, compared to $38.8 million 
in 1959. Network slipped by $151,000, 
but spot shot up by $2.6 million and 
local revenues moved ahead by $273,- 
000. 

Even the tail-ender in tv markets 
showed a substantial gain, for its size, 
in total revenues. Las Vegas-Hender- 
son, Nev., accounted for $1.2 million 
in total revenues in 1960, compared to 
$1.1 million in 1959. Network income 
rose by $27,000; spot sank by $20,000 
and local revenues moved upward by 
$90,000. 

Dips in Cities = With all the upbeat 
in revenues, there were surprising evi- 
dences of slippage in other categories 
of times sales aside from spot reve- 
nues. 

Local income dipped by, $167,000 
in Detroit. In Pittsburgh network reve- 
nues slid $205,000, in addition to the 
spot dip of $55,000. Local revenues 
softened by $49,000 in St. Louis. 

Network revenues fell below the pre- 
vious year in Washington, Dallas-Fort 
Worth, Kansas City, Rochester (N. Y.) 
and Richmond-Petersburg. 

Local income slid in Cincinnati, 
Baltimore, Kansas City, Houston-Gal- 
veston, Atlanta, Denver, New Orleans, 
Rochester (N.Y.), Knoxville, Spokane, 
Amarillo and Cha ‘ 

Upward Move = Television’s reve- 
nues and profits continued to move up 
in 1960 notwithstanding business con- 
ditions that were still generally soft 
following the 1959-1960 recession. 

Total revenues for the three tv net- 
works and 530 stations last year inched 
up to $1,268.6 million, up 9% over 
1959’s $1,163.9 million, according to 
the FCC’s annual financial report on 
tv issued last week. 

Profits, before federal income tax, 
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Network-station financial picture, 1960 
TABLE 2: BROADCAST FINANCIAL DATA OF 3 NATIONAL TELEVISION NETWORKS AND 530 
TV STATIONS 














3 
Item Networks 
A. Revenues from the sale of time: 
1. Network time sales: 
Sale of network time to advertisers .................. $468.8 
Total network time sales 468.8 
2. Deductions from network’s revenue from sale 
Of time to advertisers 0.0... cceseceseeeeseeeeeees 
a. Paid to owned and operated stations .......... 29.9 
b. Paid to affiliated stations ......................... 132.0 
Total participation by others (excluding com- 
missions) in revenue from sale of network 
time 161.9 
3. Total retentions from sale of network time ...... $306.9 
4. Non-network time sales: 
a. National and regional advertisers .....0..0.0.000...0 0 cs 
Die UR NIN isa iain cccecd demntoes 
Total non-network time sales 0.0.0.0... | cesses 
= fk = — \prediivet ier ener 306.9 
6. Deduct—Commissions to agencies, representa- 
tives, etc. x5$ 70.4 
7. Net: time sales $236.5 





B. Revenues from incidental broadcast activities: 


a. Talent 
b. Sundry broadcast revenues 
Total incidental broadcast activities 
Total broadcast revenues 

C. Total broadcast expenses 


D. Broadcast income (before Federal income tax) 














Total 3 
15 Network 515 Networks 
Owned and Other and 530 
Operated WV WV 
TV Stations Stations Stations 
S52 Se Siw 
$299 $1348 $471.6 
100.3 358.9 459.2 
30.8 185.0 215.8 
131.1 543.9 675.0 
161.0 678.7 1,146.6 
24.6 99.7 194.7 
$136.4 $579.0 $951.9 
3.6 10.6 234.3 
5.9 38.3 82.4 
9.5 48.9 316.7 
145.9 627.9 1,268.6 
84.3 479.0 1,024.5 
$ 61.6 $148.9 $244.1 


1 Total retentions from sale of network time of $134.8 million by 515 other TV stations includes 
revenues received from miscellaneous TV networks in addition to receipts from the 3 national TV 
networks. 


How tv networks, stations apportioned operating costs 
TABLE 6: BROADCAST EXPENSES OF 3a NETWORKS AND 530 TV STATIONS 














Total 3 
15 Network 515 Networks 
Owned and Other and 530 
3 Operated WV TV 
Type of Expenses Networks TV Stations “Stations Stations 
($ Thousands) 
Technical $ 27,783 $14,812 $ 78,039 $ 120,634 
Program 376,948 42,173 i 616,065 
Selling 23,207 8,895 58,238 90,340 
General and Administrative .............. 33,232 18,436 145,767 197,435 
Total Broadcast Expenses ............ $461,170 $84,316 $478,988 $1,024,474 
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ALANCE! 


There was a time when agriculture dominated 
Central Iowa’s economy. But it’s not true today. 
Central Iowa—the area served by WHO-TV—. 
is one of America’s most diversified markets. 


Take Des Moines for example. Its population 
has grown 17% in 10 years. The city has 300 
factories manufacturing 1,000 different products 
PLUS 44 insurance company home offices with 
$7.4 billion of insurance in force. Yet Des Moines 
is only one of 48 towns and cities in WHO-TV’s 
primary coverage area. 


Today, more than half the $2.5 billion income 
in Central Iowa comes from sources other than 
agriculture, but farm incomes average $14,700 
per year. 

Your PGW Colonel has all the facts on 
WHO-TV—the one station best equipped to 
give you a good share of Central Iowa’s bustling, 
balanced economy. 


Source: Sales Management Survey of Buying Power, 
May 10, 1961; SRDS, June 15, 1961; 
and U.S.D.A. Census Reports. 


which also owns and operates 
WHO Radio, Des Moines 


WHO-TV is part of 
Central Broadcasting Company, 
WOC and WOC-TV, Davenport 


WHO-TW 


Channel 13 - Des Moines 


NBC Affiliate 
dh ones Griffin, Woodward, Inc. 


National Representatives 
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memo to: 
Media 


Departments 


















IS OUR 
HOOPER 


THE 
HIGHEST 
ANYWHERE? 


RATING] SHARE 


700 om417.2|63.7 


Mie on 17. 7|72-1 


Wits HOOPERATING 
JAN-MAR, 1961 




















We've been told our recent 
Hooperating may be the 
highest in the country. We d 
like to know for sure. So if 
you know ofa higher rating 
(or a lower cost per thou- 
sand), please write E. k. 
‘Red’ Byrd, our station 


manager. 


19 
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Profit-loss breakdown of tv stations by revenue class 


TV STATIONS CLASSIFIED BY VOLUME OF TOTAL BROADCAST 
REVENUES SHOWING NUMBER REPORTING PROFIT OR LOSS 


[Stations Operating Full Year 1960 Only] 


Pre-Freeze Post-Freeze Post-Freeze 
VHF VHF UHF 

Total Broadcast Revenues Profit Loss Profit Loss Profit Loss 
Over $8,000,000 10 ~ - - - - 
6,000,000 - 8,000,000 4 1 - - - = 
4,000,000 - 6,000,000 13 2 4 - - - 
3,000,000- 4,000,000 18 1 5 ~ - - 
2,000,000 - 3,000,000 30 - 21 1 - - 
1,500,000 - 2,000,000 12 - 20 1 - - 
1,000,000- 1,500,000 6 1 48 3 4 - 
800,000- 1,000,000 - 1 26 6 8 2 
600,000- 800,000 1 1 48 7 5 - 
400,000- 600,000 - 1 45 10 6 6 
200,000- 400,000 - - 29 18 9 9 
100,000- 200,000 - - 4 18 1 9 
Less than 100,000 - - 4 10 3 10 
Total operating full year 1960 99 8 254 74 36 36 


NOTE: Excludes 7 satellite stations whose financial data are included with their parent station. 


rose to a new high—to $244.1 mil- 
lion, up 9.8% over 1959’s $222.3 mil- 
lion. 

In both cases the rise was less than 
in the previous reporting period. Total 
revenues in 1959 jumped by 13% 
over those of 1958, and 1959 profits 
were 29.3% over 1958’s. 

Median Figures = Included for the 
first time in the FCC’s report is a 
table showing median revenues and 
median profits and losses for three 
major groupings of the nation’s mar- 
kets. 

In markets which had three or more 
tv stations operating, the median reve- 
nue for 269 stations was $1,240,000; 
the median profit for 218 of these sta- 
tions reporting black ink operations 
was $310,000 and the median loss for 
51 red ink operations was $61,000. 

For those markets where only two 
stations were operating, 136 stations 
had median revenues of $684,000, with 
107 reporting a median profit at $130,- 
000 and 29 reporting a median loss of 
$42,000. 

In markets with only a single tv sta- 
tion, median revenues for 116 outlets 
was $215,000, with 65 stations having 
a median profit of $44,000 and 51 
having a median loss of $36,000. 

The median figure means that there 
are just as many stations reporting 
revenues, profits or losses above the 
median figure as below. 

Other highlights of the FCC report: 

= Advertisers bought 5.8% more 
network time in 1960 than in 1959— 
revenues from the sale of network time 
totaled $471.6 million in 1960 com- 
pared to $445.8 million in 1959. 

Time saJes to national and regional 
advertisers (spot) moved up 8.3%, 
$459.2 million in 1960 compared to 
$424.2 million in 1959. 

Local time sales moved up 7.6% — 
$215.8 million in 1960 compared to 


$200.6 million in 1959. 

Total time sales for the second year 
went over $1 billion—$1,146.6 mil- 
lion, up 6.5% over 1959's $1,076.6 
million. 

The three tv networks and their 15 
owned stations took in $640.7 mil- 
lion, up 11.2% over 1959. Expenses 
went up 11.7% to $545.5 million, and 
profits before federal income tax were 
up 8.3% to $95.2 million. 

Network operation accounted for 
77.2% of the total revenues of the 
three networks and their 15 owned sta- 
tions ($640.7 million), but only 35.3% 
of the total profits ($95.2 million). 

The 93 pre-freeze tv stations, all 
vhf, accounted for 23.9% of total in- 
dustry revenues as compared to their 
1959 share of 25.0%. Total revenues 
of these “grandfather” stations totaled 
$303.2 million compared to $291.2 
million in 1959, and profits hit $98.5 
million compared to $95.1 million in 
1959. 

The 422 post-freeze stations reported 
total revenues of $324.7 million, rep- 
resenting 25.6% of total industry reve- 
nues, virtually the same ratio as in 
1959. Of the 422 post freeze tv sta- 
tions, 346 were vhf. 

Of the 507 tv stations operating for 
the full 1960 year, 389 reported a 
profit. Of the 107 pre-freeze stations, 
99 reported a profit. Among the 328 
post-freeze vhf stations, 254 reported 
a profit. 

As a combined group, 81.1% of all 
vhf stations reported profits, compared 
to 78.5% in this category in 1959. 

Reporting profits of over $1 million 
before federal income tax were 67 sta- 
tions, compared to 65 reporting this 
sum in profits for 1959. 

Of the total revenues taken in by 
tv stations and networks in 1960, 75% 
($951.9 million) was derived from the 
sale of time, and 25% ($316.7 mil- 
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lion) from the sale of talent and pro- 
gram material to advertisers. This is 
a percentage change from previous 
years; in 1959, 1958 and 1957 the split 
was 77% and 23%. 

Total time sales amounted to $1,- 
146.6 million and were divided 41.1% 


($471.6 million) from the sale of net- 
work time to national advertisers, 
40.1% ($459.2 million) from the sale 
of non-network time to national ad- 
vertisers, and 18.8% ($215.8 million) 
from the sale of time to local adver- 
tisers. These apportionments are 





roughly the same as in 1959. Time 
sales figures are before commissions. 

« There were 40,612 employed in tv 
in 1960, up 342 over the 40,270 em- 
ployed in 1959. As of Dec. 31, 1960, 
there were 35,721 full-time employes, 
and 4,891 part time employes in tv. 


Tv spot rises .04% in second quarter 


GROSS BILLINGS CONTINUE CLIMB PAST $160.5 MILLION MARK 


Tv spot billings in the second quarter 
rose .04% over the like quarter a year 
ago, Television Bureau of Advertising 
is announcing today (Sept. 4). 

Total gross billings of $160,599,000 
for the second quarter are based on 
the reporting of 338 stations. The afore- 
mentioned .04% change is based on the 
314 stations that reported in both the 
second quarter of 1960 and 1961. 


The complete TvB-N. C. Rorabaugh 
report: 


TOP 100 SPOT TV ADVERTISERS 
SECOND QUARTER 1961 


(Source: TvB-Rorabaugh) 


1. Procter & Gamble $16,419,700 
2. Colgate-Palmolive 4,736,300 
3. Lever Brothers 4,268,800 
4. Coca-Cola Co./Bottlers 3,661,300 
5. General Foods Corp. 3,527,200 
6. Continental Baking Co. 3,337,500 
7. William Wrigley Jr. Co. 2,700,700 
8. Standard Brands 2,252,500 
9. P. Lorillard Co. 2,212,600 
10. American Home Products 1,914,700 
11. Bristol-Myers Co. 1,836,800 
12. Philip Morris 1,797,600 
13. Lestoil Products 1,588,500 
14. Hunt Foods & Industries 1,556,600 
15. Kellogg Co. 1,554,900 
16. Simoniz Co. 1,483,800 
17. Miles Laboratories 1,475,500 
18. International Latex 1,438,500 
19. Corn Products Co. 1,368,300 
20. Anheuser-Busch 1,311,000 
21. Nestle Co. 1,291,400 
22. Pepsi Cola Co./Bottlers 1,285,200 
23. Quaker Oats Co. 1,246,000 
24. Alberto-Culver Co. 1,185,000 
25. Carter Products 1,171,700 
26. American Tobacco Co. 1,168,800 
27. Brown & Williamson Tobacco 1,129,600 
28. Gillette Co. 1,115,300 
29. General Mills 1,018,700 
30. Jos. Schlitz Brewing 998,900 
31. J. A. Folger & Co. 950,400 
32. Pabst Brewing Co. 948,100 
33. General Motors Dealers 922,500 
34. Standard Oil Co. (N. J.) 921,000 
35. United Vintners 898,200 
36. Avon Products 880,600 
37. Carling Breweries 832,300 
38. Ford Motor Co. Dealers 822,700 
39. Ward Baking Co 772,800 
40. Sterling Dr 763,900 
41. Hills Bros. Coffee 761,200 
42. Manuf. Inc. 9 690 
43. Pharma. 500 
44. Consolidated Cigar 730,500 
45. Oil 728,800 
46. Sears Roebuck 721,000 
47. Pharma-Craft 713,900 
48. R. J. Reynolds Tobacco 712,600 
49. Falstaff Brewing 703,400 
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50. Maybelline $696,300 
51. North American Phillips 674,600 
52. U.S. Borax & Chem. 673,300 
53. Vic Tanny Enterprises 631,500 
54. American Chicle Co. 630,000 
55. Norwich Pharmacal Co. 625,700 
56. E. & J. Gaflo Winery 616,400 
57. Carnation Co. 588,500 
58. Swift & Co. 581,000 
59. Theo. Hamm Brewing 571,100 
60. Ralston-Purina 564,700 
61. S. C. Johnson & Son 551,000 
62. Welch Grape Juice Co. 545,400 
63. Phillips Petroleum Co. 544,300 
64. John Morrell & Co. 534,000 
65. National Biscuit Co. 517,500 
66. Andrew Jergens Co. 509,000 
67. Helene Curtis Industries 500,600 
68. Campbell Soup Co. 487,700 
69. Liebmann Breweries 481,000 
70. Sun Oil Co. 471,100 
71. Lanolin Plus 465,400 
72. Piel Bros. 464,300 
73. Atlantic Refining 454,200 
74. Interstate Bakeries 451,300 
75. Pacific Tel. & Tel. 488,800 
76. American Sugar Ref. Co. 447,900 
77. C. Schmidt & Sons 446,100 
78. National Dairy Prods. 443,600 
79. Scott Paper Co. 438,500 
80. Hertz Corp. 438,200 
81. Atlantic Sales Corp. 7,600 
82. Chock-Full-O-Nuts Corp. 432,100 
83. Phillips-Van Heusen 428,400 
84. U.S. Rubber Co. 425,700 
85. Eversharp Inc. - 418,900 
86. Socony-Mobile Oil Co. 418,700 
87. Standard Oil Co. of Calif. 414,400 
88. Beech-Nut Life Savers 412,100 
89. Block Drug Co. 409,900 
90. Cities Service Co. 388,500 
91. Pure Oil Co. 379,900 
92. General Motors 373,400 
93. Greyhound Corp. 363,400 
94. J. Nelson Prewitt Inc. 357,300 
95. California Spray Chemical 354,500 
96. M. K. Goetz Brewing 353,600 
97. F. & M. Schaefer Brewing 351,500 


98. Nati. Fed. of Coffee Growers of 


Colombia 50,800 
99. B. F. Goodrich Co. 350,700 
100. Quality Bakers of Am. 
Cooperative Inc. 347,700 
BY TIME & ACTIVITIES 
Time of Day Amount Per Cent 
Day $ 40,111,000 25.0 
Early evening 34,773,000 21.7 
Prime night 52,170,000 32.5 
Late night 33,545,000 20.8 
-* —— 100.0 
Type of Activity Amoun Per Cent 
Announcements $121,831 ‘000 75.9 
ID's 18,996,000 11.8 
Programs 19, 772,000 12.3 


$160,599,000 100.0 


ESTIMATED EXPENDITURES OF SPOT TV 
ADVERTISERS BY PRODUCT CLASSIFICATION 


(Source: TvB-Rorabaugh) 


Second Quarter 
1961 

Agriculture $ 376,000 

Ale, beer & wine 14,788,000 

Amusements, entertainment 425,000 

Automotive 4,555,000 
Building material, equipment, 

fixtures, paints 742,000 


Clothing, furnishings, accessories 3,074,000 
Confections & soft drinks 9,721,000 
Consumer services 5,006,000 
Cosmetics & toiletries 16,703,000 
Dental products 4,330,000 
Drug products 7,146,000 
Food & grocery products 44,392,000 
Garden supplies & equipment 408,000 
Gasoline & lubricants 6,858,000 


Hotels, resorts, restaurants 157,000 
Household cleaners, cleansers, 


polishes, waxes 8,639,000 
Household equipment—appliances 839,000 
Household furnishings 559,000 
Household laundry products 12,971,000 
Household paper products 1,492,000 
Household, general 1,697,000 
Notions 83,000 
Pet products 2,038,000 
Publications 555,000 
Sporting goods, bicycles, toys 586,000 
Stationery, office equipment 67,000 
Television, radio, phonograph, 

musical instruments 36,000 
Tobacco products & supplies 8,316,000 
Transportation & travel 1,338,000 
Watches, jewelry, cameras 725,000 
Miscellaneous 1,977,000 

TOTAL $160, 599, 000 


Hartz plans 10 markets 
for four Ziv-UA series 


In what was said to be its first regular 
use of syndicated tv film programs, 
Hartz Mountain Products (bird food), 
New York, has signed to sponsor four 
Ziv-United Artists series in ten major 
markets, starting this fall. Hartz, through 
George H. Hartman Adv., Chicago, will 
sponsor more than one of the programs 
in some markets. 

The stations that will carry the pro- 
grams are WPIX (TV) New York, 
WGN-TV and WBKB (TV) Chicago, 
KTLA (TV) Los Angeles, KRON 
(TV) San Francisco, CKLW-TV Wind- 
sor-Detroit, WHDH-TV Boston, WEWS 
(TV) Cleveland, WRCV-TV Philadel- 
phia, KDKA-TV Pittsburgh and WTCN- 
TV Minneapolis-St. Paul. The series in- 
volved are Ripcord, Everglades, Trouble- 
Shooters and Adventures at Scott Island. 
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Why WGN-TV bought 


Seven Arts-Volume Il 





‘FILMS OF THE 50's 


PUT US 


BACK INTO 





FEATURE 








says Ben Berentson, 
Station Manager, WGN-TV, Chicago, Ill. 


“For about two years there was such a dearth of good 
properties available to us, we stayed completely away 
from features. 


‘But when we saw the successful track record of Vol. | 
telecasts around the country, and looked over the 
equally fine balance of TV attractions in Vol. II, we 
knew we had the quality we needed to put us back 
in the feature film business, profitably. 


‘Advertisers seem to agree. On August 1 we were 75% 
sold on our first programmed series using ‘Films of 
the 50's’, slated for September . . 
cial promotion or sales effort!”’ 


. Sold with no spe- 
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FILM PROGRAMMING 


Warner’s films of the 50’s... 
Money makers of the 60’s 


SEVEN ARTS 


ASSOCIATED 
CORP. 





A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS, LTD. 


Motion Pictures—‘‘Lolita’’, scheduled for Fall release... 
Theatre—Tennessee Williams’ ‘‘The Night of the iguana’ —Bette Davis, 
Margaret Leighton... 

Television — Distribution of films for T.V., 20th Century Fox Films... 
Literary Properties —“‘Disenchanted"’ by Budd Schulberg... 

Real Estate —The Riviera of the Caribbean, Grand Bahama, in construction... 


EE EEO EL AG ETI RINE ST TELE 
NEW YORK: 270 Park Avenue YUkon 6-1717 
CHICAGO: 8922-D N. La Crosse, Skokie, Ill. ORchard 4-5105 
DALLAS: 5641 Charlestown Drive ADams 9-2855 
L.A.: 232 So. Reeves Drive GRanite 6-1564—STate 8-8276 
EE Re ONES 
For list of TV stations programming Warner Bros. ‘Films of 
the 50’s’’ see Third Cover SRDS (Spot TV Rates and Data) 








FOR YOUR STUDIOS... 


Dua! Channe! Consolette 
for Stereo Systems BC-7 
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Stereo Tape Recorder 


RT-21 


RCA Turntable Systems 
for Stereo 


Stereo Package...from RCA 


RCA offers a complete line of FM Stereo Broad- 
casting Equipment, making it easy to meet all 
your needs from one reliable source. For your 
studio there are turntables with stereo pickups 
and dual preamps, stereo tape recorders, dual 
channel consolettes; for your transmitting plant 
there are stereo generators, a full choice of FM 
transmitters and antennas. This is a complete 
package of “matched” equipments—all designed 
to work together in a stereo system, and all built 
to the same high quality RCA standards. 


Stations already equipped with a post-war 
model RCA FM Transmitter can begin stereo pro- 
gramming at once—merely by adding the stereo 
generator—plus the necessary audio equipment. 


Designed by forward thinking RCA engineers this 
stereo generator was the only equipment avail- 
able when FM stereo broadcasting was author- 
ized. The RCA stereo generator is FCC type ap- 
proved and is now “on the air” at a number of 
FM stations. 


RCA Stereo Equipment has been engineered to 
provide many years of dependable operation 
while producing the highest quality FM signals. 
And, you get unparalleled RCA service both be- 
fore and after the sale. For additional informa- 
tion about the complete line, call your RCA 
Broadcast Representative. Or write to RCA, Dept. 
Z-22, Building 15-5, Camden, N.J. 


The Most ‘Trusted Name in Broadcasting 








Now... 
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20-KW FM Transmitter 
Type BTF-20D 


66 





YOUR TRANSMITTER PLANT... 


i FM Stereo Generator 


i Type BTS-L 





One Stop’ Shopping 


...for your complete F 


Here’s the Complete Package: 


FM TRANSMITTERS FOR STEREO 

A complete range of transmitter power is available 
—1, 5, 10, 20, 25 and 50 kw. Each is designed to 
accommodate the new stereo signals and an RCA 
multiplex subchannel. All these FM Transmitters are 
built to the same high performance and dependabil- 
ity standards which characterize all RCA transmitters. 


STEREO GENERATOR—TYPE BTS-1 

Heart of the new stereo system is this double side- 
band generator. Fully transistorized, the BTS-1 pro- 
vides full fidelity frequency response over the entire 
audio range. The generator produces a double-side- 
band, suppressed-carrier AM signal for transmission 
of one of the stereo channels. 


TURNTABLE EQUIPMENT FOR STEREO 
The standard RCA Turntables, such as the 16-inch 
BQ-2 or the 12-inch BQ-51 are recommended for 


stereo operation. Use them for excellence of perform- 
ance with the new RCA stereo pickup cartridge, light- 
weight tone arm and dual preamplifiers. 


STEREO CONTROL CENTER 

NEW BC-7 DUAL CHANNEL CONSOLETTE 

Provides complete stereo (or monophonic) mixing, 
switching, monitoring, and cue/talk-back. All-tran- 
sistor design— with plug-in amplifiers for ease of 
servicing; assures long-life even under continuous 
service. Dual controls may be “‘ganged”’ for stereo 
operation. 


NEW RT-21 TAPE RECORDER FOR STEREO TAPE 
High fidelity performance combined with operator- 
oriented controls make this the most flexible stereo- 
phonic recorder available. Features include: Easy 
speed change, interlocked record operation, ease of 
threading, and variable speed cue. Has two module 
amplifiers for stereo recording and reproduction. 








Pioneering 
in 


Pennsylvania 


WGAL-TY, a pioneer station, introduced television to a sizeable area 
of Pennsylvania. Since its inception in 1949, WGAL-TV has firmly 
maintained its pioneering principles by being constantly alert to new 


and better ways of serving viewers throughout its coverage area. 


Representative: The \i\EEKER Company, Inc. New York « Chicago « Los Angeles * San Francisco 
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Spot radio rallies in second quarter 


SRA THINKS CHANCES GOOD FOR A BETTER YEAR THAN 1960 


The spot radio business, listless dur- 
ing the first quarter of the year, perked 
up during the second, encouraging sales 
Officials to predict that its 1961 full- 
year total will exceed 1960's. 

Estimates being released today (Sept. 
4) by Station Representatives Assn. 
put national spot radio’s second-quar- 
ter gross time sales at $49,320,000. 
This was still 1.9% below the figure 
for the same period a year ago but 
represented a strong rally after the 
7.9% decline noted in the first quarter. 

These figures, compiled for SRA by 
the independent accounting firm of 
Price Waterhouse & Co., brought na- 
tional spot radio’s estimated gross time 
sales for the first half of 1961 to $89,- 
644,000, or 4.7% below the $94,060,- 
000 reported for the first half of 1960. 

SRA Managing Director Lawrence 
Webb said the second-quarter rally, 
coupled with current signs of continu- 
ing gains, left him confident that “the 
‘loss’ figure of $4,416,000 as it now 
stands will show up on the black side 
of the ledger when final figures are in 
for the year.” 


Ever-Present Evils = He attributed 
the first-half lag to several factors, some 
of which he said stem from practices 
that will always keep spot radio short 
of its maximum potential, even in the 
best of boom-times, unless stations vol- 
untarily eliminate them. The “most 
bothersome” of these, he said, is the 
dual-rate system under which many sta- 
tions offer one rate to local advertisers 
and another to national advertisers. 

“It is a well-known fact,” Mr. Webb 
said, “that a lot of nationally spent 
spot radio dollars continue to wind up 
in the ‘local sales’ classification, be- 
cause a number of national advertisers 
are able to make a better buy through 
dealer or broker setups that are able to 
garner a ‘local’ rate.” 

He said that “while a growing num- 
ber of stations report they have only 
one rate subject to the regular 15% 
agency commission, 75% of the com- 
mercial radio stations continue to use 
separate national and local rates.” SRA 
is conducting a continuing campaign 
to promote single-rate systems that make 
no distinction between local and nation- 
al business. 

Mr. Webb said another complica- 
tion for spot radio is that agencies are 
confused and emmbarrassed by “the 
number of radio stations with single 
rates where agency commissions do not 
apply.” 

Out of the Dark = Barter deals also 
were singled out as drawbacks to spot 
billings: “Such deals represent a lot of 
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spot radio dollars, and they never show 
up in the right sales columns. When 
stations put an end to such shenanigans 
and return to a code of ethics that will 
enable an advertiser to buy radio at the 
published rate with full confidence that 
he is not being discriminated against 
in favor of a fast-buck artist, you will 
see a decided gain in national spot dol- 
lar volume,” Mr. Webb asserted. 

In support of his prediction that spot 
radio billings will continue to gain 
despite such “deterring factors,” the 
SRA executive cited more than a score 
of national advertisers which he said 
are currently allocating sizeable chunks 
of their advertising budgets to spot ra- 
dio for the rest of 1961. 

He said this group includes such 
new-to-radio advertisers as Dennisons 
Foods, Owens Yacht Co. and Dulaney 
Foods, in addition to such experienced 
radio users as Burlington Hosiery, Ford 
Motor, Best Foods, Hills Brothers Cof- 
fee, Noxzema, Nescafe, Prestone, Zerex, 
Campbell Soups, Mueller’s Macaroni, 
Esso, Shell Oil, Betty Crocker Foods, 
Ocean Spray Cranberries, Q-Tips, Rem 
Cough Medicine, 666 Cold Remedies, 


John Hancock Life Insurance and East- 
ern Airlines. 

Mr. Webb said spot radio’s list of 
customers is being gradually expanded 
through intensive sales efforts using 
tailor-made presentations to show pros- 
pects not only what radio can do gen- 
erally, but what it can do to solve their 
own individual problems specifically. 


Business briefly... 


Procter & Gamble Co., Cincinnati, has 
bought Hollywood: The Golden Years, 
story of the era of silent films, to be 
presented Nov. 29 on NBC-TV (7:30- 
8:30 p.m. EST). Agency: Benton & 
Bowles, N. Y. 


Union Carbide Corp., N.Y., through 
William Esty Co., Hollywood, will 
sponsor College Football Kickoff, a 
new ABC-TV series of 13 programs 
each covering a different phase of col- 
lege football. The series, to be pre- 
sented immediately preceding NCAA 
Football, will begin Sept. 16 (Sat., 4- 
4:15 p.m. EDT). 


Hazel Bishop Inc., N.Y., has bought 





NIELSEN 


First Report for August, 1961 
(Based on two weeks ending Aug. 6, 1961) 
NIELSEN TOTAL AUDIENCE (t) 


No. TV 
: % homes 
Rank TVhomes (000) 
1. Gunsmoke 30.6 14,351 
2. All Star Football Game 28.1 13,179 
3. All Star Baseball Game 
#2 1 12,241 
4, Have Gun, Will Travel 24.2 11,350 
5. Ed Sullivan Show 23.7 11,115 
6. Untouchables 23.6 11,068 
7. What's My Line? 23.3 10,928 
8. Family Classics 23.0 10,787 
9. Wagon Train 2.6 10,599 
10. Candid Camera 21.9 10,271 


Background: The following programs in 
alphabetical order, appear in this week's 
BROADCASTING tv ratings roundup. In- 
formation is in following order: program 
name, network, number of stations, spon- 
sor, agency, day and time. : 

All-Star Football Game (ABC-198): Carling 
Brewing (Lang, Fisher & Stashower), R. J. 
Reynolds (Esty), Fri., Aug. 4, 10 p.m. 

All-Star Baseball Game (NBC-193): Gillette 
(Maxon), Chrysler (Burnett), Mon., July 31, 


2:45 p.m. 

Have Gun, Will Travel (CBS-177): Lever UWT), 
American Home Products (Bates), Sat., 
9:30-10 p.m. ; 

Ed Sullivan (CBS-181): Colgate-Palmolive 
(Bates), Eastman Kodak UWT), Sun., 8-9 


p.m. 

Untouchables (ABC-179): L&M (M-E), Armour 
(FC&B), Whitehall (Bates), Beecham (K&E), 
Union Carbide (Esty), Sunbeam (FC&B), 





NIELSEN AVERAGE AUDIENCE (?) 


No. TV 
% homes 
Rank TVhomes (000) 
1. Gunsmoke 27.7 12,991 
2. Have Gun, Will Travel 22.0 10,318 
3. What's My Line? 1.1 9,896 
4. Candid Camera 19.7 9,239 
5. My Three Sons 19.5 9,146 
6. Price Is Right 
(8:30 p.m.) 19.1 8,958 
7. Real McCoys 17.8 8,348 
8. Ed Sullivan Show 17.6 8,254 
9. Holiday Lodge 17.5 8,208 
10. Untouchables 17.4 8,161 


(t) Homes reached by all or any part of the 
program, except for homes viewing only 1 to 
5 minutes. 
(t) Homes reached during the average min- 
ute of the program. 
Thur., 9:30-10:30 p 
What’s My Line? (CBS. 147); Sunbeam (Perrin- 
Paus), Kellogg (Burnett), Sun., 10:30-11 


p.m. 

Family Classics (CBS-176): Breck (Reach, Mc- 
Clinton), Sun., Aug. 6, 10-11 p.m 

Wagon Train (NBC-186): R. J. Reynolds (Esty), 
Ford (JWT), National Biscuit (M-E), Wed., 
7:30-8:30 p.m : 

Candid Camera (CBS-175): Bristol-Myers 
(Y&R), Lever UWT), Sun., 10-10:30 p.m. 
My Three Sons (ABC-188): Chevrolet (C-E), 

Thur., 9-9:30 p.m. 
eo 5 Right (NBC-183): Lever (OBM), Wed., 


: m. 
ic" MeCo S peatels P&G (Compton), 
ur., 8: 
Holiday’ Lodge (CBS.187): State Farm (NL&B), 
Lipton (SSC&B), Sun., 9:30-10 p.m. 


Copyright 1961 by A. C. Nielsen Co. 
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‘Old West’ lures viewers to Barbecued Beans 


The lure of the Old West is still 
strong in the modern American 
heart, as any tv rating chart will 
testify. 

A part of that lure comes from 
the open-air cooking of the range, 
the barbecued-beef-and-beans fare of 
the cowboys has been translated 
through the years into today’s cook- 
outs, which still feature beef-and- 
beans as a major attraction. 

Three In One = So, when Camp- 
bell Soup Co. came up with a new 
product, a blending of California 
pink beans, Great Northern beans 
and Baby Limas with a mild but 
tangy tomato sauce into Campbell’s 
Barbecue Beans, the company and 
its agency, Needham, Louis & 
Brorby, Chicago, decided to capital- 
ize on this common denominator be- 
tween the Old West and Modern 
America, east or west. 

The result was a series of tv spots 
that show Campbell’s Barbecue 
Beans being eaten with equal enjoy- 
ment by cowboys who look like 
real cowboys in a western setting that 
looks like the real West and by a 
typical American family of today. 
The goal was to establish an empathy 
with the viewers that could cause 
them to capture a little bit of the 





West for themselves by purchasing it 
in a 16-ounce red and white can, 
generally for 19 cents or two for 37. 

A four-month test—July through 
October 1960—was conducted in 
four widely separated markets— 
Scranton-Wilkes Barre, Pa.; Jackson- 
ville, Fla.; St. Louis, Mo., and San 
Diego, Calif. The tv spots—two one- 
minute commercials and two 30-sec- 
ond condensations of them—were 
tested in the daytime, with 10-15 
showings per market per week for 
seven weeks, and in the evening, with 
three-five showings per market per 
week for 12 weeks. 

Hal Kaufman, senior writer of 
N L & B Chicago, wrote the script 
and the original music for the tv 
spots, which are unusual in that all 
have the same sound track. They 
were recorded in New York by 
western singer Ken Carson, al- 
though the visual approach varies 
with each of the two one-minute 
commercials and their 30-second 
condensations. Willis J. Davis, pro- 
ducer and senior tv art director of 
N L & B Hollywood, served as art 
director and agency producer for the 
spots, which were produced by Jack 
Denove Productions in Hollywood. 
Mr. Davis and Jack Denove jointly 


did the casting for the spots, to in- 
sure that the characters were truly 
western and not motion picture or 
drugstore cowboys. 


How It’s Done = A typical spot, 
“Line Shack/Backyard Barbecue,” 
opens with a cowboy on horseback 
galloping up to a line shack where 
a second horse is grazing and a sec- 
ond cowboy stands at the door, 
waving his partner in with a wooden 
spoon as Ken Carson sings, to guitar 
accompaniment, “Now this is the 
story of the new Barbecue Beans, 
the newest beans in town.” The 
camera shows the interior of the 
cabin, with a pot of beans bubbling 
on the stove, then cuts to a closeup 
of the pot as the cowboy stirs the 
beans, while the singer continues, 
“with a fresh-off-the-open-fire flavor, 
_a flavor that wins hands down.” The 
cowboys taste the beans, show their 
enjoyment and dig in in earnest as 
the song goes on: “New Barbecue 
Beans from the Campbell folks, 
nothin’ like ’em ever before. There’s 
three kinds of beans in barbecue 
sauce. Get em now at your favorite 
store.” 

Following a description of the 
product with its three kinds of beans, 
the spot shows a backyard barbecue 





| 





“biggest tv saturation campaign” in its 
history: 100 stations in the top 44 mar- 
kets, using 60- and 20-second spots 
from Sept. 20 to Nov. 15. Agency: 
North Adv., N. Y. 


Adams Corp. and Clark Candy, divi- 
sions of Beatrice Foods Co., Chicago, 
have signed as sponsors of Magic 
Ranch, new ABC-TV show which starts 
Sat., Sept. 30 (11:30-12 noon, EDT). 
Agencies: Adams through Ted R. 
Daniels Adv., Chicago, and Clark via 
Maxon Inc., Detroit. 


Helene Curtis Industries, Chicago, has 
expanded its fall participation buys on 
NBC-TV to include the Dick Powell 
Show Tues. 9-10 p.m. and Saturday 
Night at the Movies Sat. 9-11 p.m. for 
toiletries products not yet identified. 
Firm earlier bought part of 87th Pre- 
cinct Mon. 9-10 p.m. Agency: Edward 
H. Weiss & Co., Chicago. 


Rep appointments... 


s WPAW Pawtucket, R. I.: Nona Kirby 
Co., Boston, as regional representative. 
= WAME Miami, Fla.: Venard, Rin- 
toul & McConnell, N.Y. 


= WGAW Gardner, Mass.: Breen & 


Ward, New York. 


# WQXQ Daytona Beach, Fla.: Hal 
Walton Assoc., New York. 


= KUZN West Monroe, La.: Breen & 
Ward, New York. 


= KXYZ Houston, recently acquired by 
Public Radio Corp., and WWOM New 
Orleans, owned and operated by Frank- 
lin Broadcasting Co.: Adam Young Inc., 
N.Y. 


Also in advertising... 


PR chosen = Studebaker-Packard Corp., 
South Bend, Ind., has retained Sydney 
S. Baron Public Relations Corp., New 
York, with Murray Snyder, former As- 
sistant Secretary of Defense for Public 
Affairs as account executive. S-P’s ad- 
vertising agency is Doyle Dane Bern- 
bach, New York. 


“Winning the peace .. .” = Benton & 
Bowles, N.Y., has prepared a fall drive 
for the USO with, “Winning the peace is 
a lonely battle,” as the theme. The ap- 
peal will be sent on tv and heard from 
approximately 3,200 radio stations and 
the four networks. 


ARF report = The Advertising Research 


Foundation has released to its members 
a report entitled, “A Comparison of 
Estimates from the Nights-at-Home 
Formula with Estimates from Six Calls.” 
It is the first report to be completed in 
ARF’s current series of methods re- 
search studies, a program launched to 
evaluate and develop better techniques 
of advertising measurement. 


Eastward Ho! = Tele-Tape Productions 
Inc. is moving its headquarters from 
Chicago to New York this month. The 
company, which operates a mobile tape 
production unit, has been retained as 
basic supplier of mobile facilities to 
Video Tape Productions of New York. 
Tele-Tape has operated mobile units on 
location shooting in the Midwest, Flori- 
da and along the eastern seaboard in 
the production of commercials and 
shows, including the forthcoming Kukla 
and Ollie show on NBC-TV. New York 
headquarters address to be announced 
shortly. 


Music mixer = Music Makers Inc., N.Y., 
reports it has developed a process called 
Tele-Mix, a form of closed-circuit tele- 
vision, which permits agency producers 
to view on a tv screen the way music is 
mixed into tv commercials for their 
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with a modern American family en- 
joying the “three kinds of beans in 
barbecue sauce” because “Campbell’s 
makes ‘em and that makes ‘em 
good,” and dissolves to a flash finish 
with the Campbell Kids pushing a 
can as they carol “new, new barbe- 
cue, new Campbell’s Barbecue 
Beans.” 

Audience reaction to the four- 
market test campaign was immediate 
and emphatic and Campbell’s Barbe- 
cue Beans were put into national 
distribution without delay. An- 
nouncement to the public across the 
country was made on the CBS-TV 
special “Thanksgiving Day Parade 
Jubilee.” In December, the barbe- 
cue beans commercials appeared on 
ABC-TV’s Donna Reed Show and 
CBS-TV’s Lassie, plus daytime spots 
on seven ABC-TV programs. Begin- 
ning in April the spots also were 
carried by Walt Disney Presents'and 
Silents Please, both on ABC-TV. And 
the sound tracks of the tv commer- 
cials were used as radio commercials 
for an April-July campaign in six 
major markets in the Southwest and 
Pacific Coast areas. 

First In Beans = “Campbell’s will 
not divulge specific sales figures,” 
Edward W. Hobler, vice president 
and account supervisor on the ac- 
count at N L & B Chicago, said last 
week, “but the addition of Barbecue 
Beans to Pork and Beans and Beans 
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Frontier flavor is added to product by scenes like this. 


and Franks has made Campbell’s the 
leader in the bean field across the 
nation. And television can take the 
credit, for this is virtually the only 
advertising that has been used for 
this new product. The fact that we 
moved so swiftly from the test cam- , 
paign into full national advertising 
shows how effective tv was at the 


start, and it’s been just as successful 
since then.” 

New tv spots, with even more 
emphasis on the western outdoor 
life and the way Barbecue Beans fit 
into it, will be used this fall on 
Campbell’s tv network programs, 
Donna Reed on ABC-TV and Father 
of the Bride on CBS-TV. 








clients. The process is said to expedite 
and improve the method of mixing 
music with a finished commercial. 


Non-filters gain in survey = Television 
Advertising Representatives Inc., N.Y., 
covered seven product categories in its 
latest brand comparison survey con- 
ducted last March in the firmn’s eight tv 
markets. The survey revealed that non- 
filter cigarette smoking is on the up- 
grade, but like the other categories, 
there were wide market-to-market dif- 
ferences. Besides cigarettes, the brand 
comparisons cover beer and ale, cold 
remedies, gasoline, headache remedies, 
hot cereal and margarine. 


Agency appointments... 


» E. F. Hutton & Co., N.Y., stock 
brokers, appoints Fletcher Richards, 
Calkins & Holden, Los Angeles, for its 
21 offices in Southern California, Ari- 
zona, New Mexico and Texas. Schwab, 
Beatty & Porter continues as New York 
agency. 

® Harvell-Kilgore Corp., Bolivar, Tenn., 
appoints Frank B. Sawdon Inc., N.Y., to 
handle its advertising. Spot radio and 
tv will be used for H-K’s toys and 
housewares. 
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A 30-10 split of the 40-second ID time 
THAT’S THE COMBINATION RECOMMENDED BY TVAR 


A major tv rep company last week 
announced its stand on how it feels ad- 
vertisers should split the new 40-second 
prime-time station breaks that go into 
effect this fall. Television Advertising 
Representatives Inc., New York, went 
on record as favoring a “30-10” com- 
bination for national spot tv adver- 
tisers. 


TVaR offers its formula as a solution 
to “some confusion” about the new 
40-second adjacency with respect to 
length of spots and pricing for various 
lengths of station-break announcements. 
TVaR claims the network plan gives 
“additional practical opportunities.” 


TVaR notes “four standard formulas” 
for filling 40-second station breaks: one 
40-second announcement, two 20-sec- 
ond announcements, a 30- and a 10-sec- 
ond announcementand a 20- and a 10- 
second announcement, plus a 10-second 
information service filler (news, weath- 
er, etc.). The rep firm adds that a 
fifth possibility has been suggested—a 
40-second “sponsored program” of cap- 


sule news or weather reports, with the 
advertiser getting opening and closing 
billboards and a 20-second commer- 
cial. 

Up until now, TVaR explains, nation- 
al spot tv advertisers who required more 
than a 10-second ID to tell their story 
were limited, for the most part, to either 
20-second station breaks or 60-second 
participations in network spot carriers. 
Regional spot tv advertisers requiring 
more than 10 seconds have generally 
had only one choice—20-second breaks. 

Why 30-10 Formula Works = TVaR 
reports that 30-second station-break 
spots have been available, but on a 
“realistic basis” the demand for 30’s 
and 10’s have relegated 30’s to the “least 
attractive times.” 

What TVaR recommends is greater 
emphasis on the 30-10 station break, a 
formula which it claims is the most 
flexible and efficient way to fill the 40- 
second break. Five reasons are given: 
“The thirties can sell products and serv- 
ices, give advertisers more sales impact, 





protect the ID advertiser, provide pro- 
duction economies and reach homes at 
low cost-per-thousand.” 

TvAR refers to the increasing num- 
bers of 30-second commercials on net- 
work participation programs to show 
that 30’s are being used “to sell every- 
thing.” 

“During the first six months of 1960, 
no less than 81 different brands were 
advertised with 30-second tv commer- 
cials on network participating pro- 
grams.” Of this total, there were 15 
that used 30’s in all of the first six 
months. “Many advertisers have con- 
sistently used 30’s back-to-back in net- 
work carriers” (Armour’s Dial soap and 
Dash dog food, for example). TvAR 
concludes that “certainly a dominant 
30 next to a 10 can be used even more 
effectively.” 

TvAR, which represents the five West- 








Listed below are the highest-ranking 
television shows for each day of the 
week Aug. 24-30 as rated by the 
multi-city Arbitron instant ratings 


Copyright 1961 American Research Bureau 





ARBITRON’S DAILY CHOICES 


Date Program and Time Network Rating 
Thur., Aug. 24 Untouchables (9:30 p.m.) ABC-TV 21.9 
Fri., Aug. 25 Twilight Zone (10 p.m.) CBS-TV 18.0 
Sat., Aug. 26 Gunsmoke (10 p.m.) CBS-TV 27.0 
Sun., Aug. 27 What’s My Line? (10:30 p.m.) CBS-TV 22.3 
Mon., Aug. 28 Concentration (9:30 p.m.) NBC-TV 16.7 
Tue., Aug. 29 Dobie Gillis (8:30 p.m.) CBS-TV 14.8 
Wed., Aug. 30 Naked City (10 p.m.) ABC-TV 19.6 


of the American Research Bureau. 
These ratings are taken in Baltimore, 
Chicago, Cleveland, Detroit, New 
York, Philadelphia and Washington. 





inghouse broadcasting tv stations, in 
addition to WTOP-TV Washington, 
WBTV (TV) Charlotte and WJXT 
(TV) Jacksonville, Fla., does not in- 
clude specific prices in its booklet. 


Nifty back to school in 50 more tv markets 
NOTEBOOK ADVERTISER SEEKING NEW YOUTH AGE GROUP 


A blossoming advertiser in spot tele- 
vision—St. Regis Paper Co. (Nifty note- 
books), New York—is coming in strong 
this week on a nationwide basis with 
the opening of schools across the coun- 
try. 
St. Regis, through its agency, Cun- 
ningham & Walsh, New York, will be 
on more than 200 tv stations in some 
150 markets through the country. The 
campaigns have been timed to begin 
individually with the start of school in 
each locality. 

To.time the advertiser’s starting dates, 
the zgency’s media department and sta- 
tion representatives worked together in 
gathering information on the exact 
school opening dates. 

Last year, the product was introduced 
nationally—after appropriate testing in 
selected markets—in more than 100 


markets. Thus the spot business has 
been increased substantially. Another 
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change is the advertiser’s attempt to 
reach for the 12-17 age group. The 
previous drive had been keyed to po- 
tential users in the elementary grades. 
Buying has been in the 4:30-7 p.m. 
time period, including placement in 
the early children’s shows and in action 
strips which appeal to teen-agers. 

The Nifty commercials (for school 
binders, fillers and a new binder prod- 
uct) are one minute in length. To 
heighten the appeal of the commercials 
for the youngsters the advertiser hopes 
to reach, the agency produced messages 
which are light and entertaining, using 
dancers, choral group and a cheer-lead- 
ing theme (see picture). 

Employed in the commercials: the 
June Taylor dancers; Biever & Stein, 
New York, for background music; a 
choral group of six; and a. 12-piece 
band. Farkas Films Inc., New York, 
produced the films. 





Be 
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The June Taylor dancers spell out the 
“Nifty” name for young viewers in 
this scene from the fiimed spot com- 
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mercial. The cheer-leading theme is 
used to heighten appeal to the teen- 


age audience. 





Subcommittees to plan 
RTES seminar sessions 


Planning for the 1961-62 season of 
Radio & Television Executives Society’s 
Timebuying & Selling Seminar was 
started last week with the appointment 
of three subcommittees by Erwin 
Ephron, A. C. Nielsen Co., seminar 
chairman. A change from luncheon to 
a late afternoon “classroom” format is 
being considered for this year’s series 
of training sessions (Closed Circuit, 
Aug. 28). 

Chairmen named for the subcommit- 
tees are: Cris Rashbaum, Harrington, 
Righter & Parsons (programming); 
Roger Bumstead, MacManus, John & 
Adams _ (registration), and Harold 


Meden, Franznick-Meden Inc. (press 
and promotion). Other committee 
members: 

Program: Mr. Bumstead; Robert 


Liddel, Compton Adv.; Al Petcavage, 
Doyle Dane Bernbach; Maurie Web- 
ster, CBS Radio Spot Sales; Sam Vitt, 
Doherty, Clifford, Steers & Shenfield. 

Registration: Stanley Belichick, Bel- 
chick Productions; Lee Gaynor, Friend- 
ly Group; Jack Gross, American Re- 
search Bureau; Irwin Spiegel, TvAR; 
Thomas White, Avery-Knodel. 

Press and Promotion Committee: 
Messrs. Bumstead and Rashbaum; Dale 
Clark, National Audience Board; Eph 
Lewis, Media/Scope; Mr. Rashbaum. 


Philly agencies merge; 
Mallis named president 


The consolidation of Adams & Coop- 
er, Philadelphia, with George L. Mallis 
Inc., advertising and marketing agency, 
that city, was announced last week by 
George L. Mallis, president of the com- 
bined firms. The new firm will con- 
tinue to operate as George L. Mallis 
Inc. Robert E. Adams, formerly presi- 
dent of Adams & Cooper, becomes a 
vice president in the new operation. 
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*B. C. Remedy knows spot television “did the trick” for sales headaches — Why? Because, 
spot is the most flexible medium for building greater and greater sales. B. C. like all other 
spot users can call their shots — Whatever market, whatever time of day or night, whatever 
station they choose. Whenever additional effort is needed spot is there fast, matching adver- 
tising effort with sales potential but with no waste circulation. 


Your HR man can tell you many more reasons why and how spot television can “do the 
trick” for your sales headaches. Call your HR man, you'll be glad you did. 


PR Television, Ine. 


*C. Knox Massey & Assoc., Inc. (Durham, N. C.) 
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the show moves across the country 
to other key agencies. RAB plans to 
offer similar displays as a regular 
bureau service. Jack Stanley (see 
picture), a copywriter, was among 
the many creative and account peo- 
ple at Ted Bates & Co. to hear the 
cross-section of outstanding com- 
rcials. RAB said many of the com- 
rcials are in a humorous vein to 
emphasize that radio spots are both 
a “challenge and a kick to create.” 
The bureau’s national sales depart- 
ment sets up a listening post in the 
agency’s creative department, com- 
plete with earphones and specially 
built repeaters. An index posted by 
the message repeater lists the com- 
mercials contained on some 35 car- 
tridges. RAB’s tape library currently 
contains more than 4,000 individual 
radio messages, and the bureau reg- 
ularly makes awards to advertisers 
and agencies for the most effective 
national and regional commercials. 


RAB will put its show on the road 

Radio Advertising Bureau’s new ad agencies in recent weeks and still 
roadshow of radio commercials has more will have the opportunity to 
played to a number of New York hear the collection of tapes before 











LIQUOR AD BATTLE? WHAT BATTLE? 


Publicker ‘amazed’ at ‘silence’ on radio-tv campaign 


The battle over the return of hard 


liquor advertising to radio and televi- “ 


sion has failed to affect, or even reach, 
the advertiser whose activities touched 
off the controversy. 

John J. Schwed, advertising man- 
ager of Publicker Industries Inc., a 
Philadelphia distiller, said last week his 
company has heard “from nobody” 
since it began placing two separate test 
campaigns on broadcasting: media for 
its Old Hickory bourbon and Phil- 
adelphia White Label whiskey (BRoap- 
CASTING, Aug. 21). Mr. Schwed said he 
was “amazed at the silence” that greeted 
the move. 

A spokesman for Ellington & Co., 
New York, agency for Old Hickory 
bourbon, said there have been “no de- 
fections from the ranks” since news of 
the advertising campaign broke. The 
campaign started Aug. 5 with between 
50 to 60 stations, including two tv sta- 
tions, carrying the 20-second, 30-second 
and one-minute spots. 

The agency executive indicated that 
the campaign is “proceeding as 
planned” and that Ellington & Co. is 
“not concerned with the furor in Wash- 
ington.” The agency is hopeful, he 
said, of adding more stations to its line- 
up. Some stations, he said, were hesi- 
tant to accept the spots at this time be- 
cause their FCC licenses are up for 
renewal. 

From another source it was learned 
Ellington has been successful in adding 
at least one new station to its original 
list. WNTA New York began broad- 
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casting the spots on Aug. 28. The sta- 
tion is not an NAB code member or 
subscriber. 

A representative for Al Paul Lefton, 
Philadelphia, agency for Continental 
Distilling Co., a Publicker subsidiary 
and producer of Philadelphia White 
Label whiskey, said that five to seven 
stations stopped spots for the brand 
when the story broke last month. But, 
four additional stations have subse- 
quently been found to fill the breach, 
he said. The stations that cancelled the 
spots, it was indicated, did so on the 
advice of legal counsel. It’s estimated 


that the spots for the whiskey brand, 
all 30-second ones, have been running 
in more than 20 radio markets since 
Aug. 5. 

When news of the two test campaigns 
reached Capitol Hill last month the de- 
nunciations were loud and clear. Sen. 
Warren G. Magnuson (D-Wash.), 
chairman of the Commerce Committee, 
and Sen. John O. Pastore (D-R.I.), 
chairman of the Communications Sub- 
committee, warned broadcasters to de- 
sist from accepting the hard liquor ad- 
vertising or face “appropriate legisla- 
tion,”” (BROADCASTING, Aug. 28). NAB 
officials replied that to their knowledge 
no NAB members or code subscribers 
were carrying the liquor commercials. 

Meanwhile, Publicker—which says 





Commercials in 


Listings include new commercials be- 
ing made for national or large regional 
radio or television campaigns. Appear- 
ing in sequence are names of advertiser, 
product, number, length and type of 
commercial, production manager, agen- 
cy with its account executive and pro- 
duction manager, and approximate cost 
of commercial. 

FilmFair, 1040 N. McCadden Place, Hollywood 38 

Best Foods (Skippy Peanut Butter), two 60s, 
animation, film. Gus Jekel prod. mgr. Agency: 
Guild, Bascom & Bonfigli; Alex Anderson a.e. & 
prod. mgr. 

Films Five Inc., 18 E. 50th St., NYC 22 

Swingline Staplers (Staplers), one 60, live, 
film. Nox Lempert prod. mgr. Agency: Al Paul 
Lefton; Jack Creamer prod. mgr. 

Eberhard-Faber Inc. (Scribble Bug), one 60, 


production 


live, film. Nox Lempert prod. mgr. Agency: 
Al Paul Lefton; Jack Creamer prod. mgr. 
Freberg Ltd., 7781 Sunset Bivd., Hollywood 28 

General Mills (Cheerios), three 60s, three 30s, 
tape. Stan Freberg prod. mgr. Agency: Dancer- 
Fitzgerald-Sample Inc. 

Keitz & Herndon Inc., 3601 Oak Grove, Dallas 4, 
Tex. 

Cain’s Coffee (coffee), six 10s, animation, 
film. Larry Herndon prod. mgr. Agency: Lowe 
Runkle Co.; Howard Neumann a.e. Approx. cost 
$7,900. 

Music Productions of America, 25 W. 56th St., 
NYC 19 

Wilen Wine Co. (Wilen Wine), one 60, one 10, 
tape. Joe Feagins prod. mgr. Agency: W. B. 
Doner Co.; Murry Firestone a.e. & prod. mgr. 

Stella D’Oro (Food Products), three 10s, tape. 
Joe Feagins prod. mgr. Agency: W. B. Doner 
Co.; Murray Firestone a.e. & prod. mgr. 
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metropolitan city, a meeting was held te discuss the purchase of a new five kilowatt 
AM transmitter. The main points in consideration were economical operation, quality sound 
and industry acceptance. Each five kilowatt transmitter on the market was thoroughly evaluated, 
with only the Gates BC-5P-2 meeting all the stringent requirements. ™ These progressive broad- 
casters found that the modern Triode power tubes in the Gates transmitter reduced operating costs, 
and that overall average power consumption was as low as could be found. Their analysis also re- 
vealed that the BC-5P-2’s combination of very low distortion and wide response produced the truest 
quality sound. Finally, no other five kilowatt AM transmitter could equal the acceptance of the 
BC-5P-2. This is the world’s number one best seller in the five kilowatt field. ™ The decision was 
made. A new Gates BC-5P-2 transmitter is now in operation at this top rated station giving day-in 


and day-out trouble-free performance. ™ Let us tell you more about the Leadership Five. Write to- 
day for Brochure No. 94 — yours for the asking. 
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Subsidiary of Harris-Intertype Corporation oo 
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Offices in: HOUSTON, WASHINGTON, D.C. n Canada. CANADIAN MARCONI COMPANY 
Export Sales: ROCKE INTERNATIONAL CORP., 13 EAST 40th STREET, NEW YORK 16, N.Y., U.S.A., Cables: ARLAB 





N TELEVIS| ON these pictures told the story of Berlin 


as no other pictures did---and they were 
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Fes television stations subscribing to AP Photofax, these two dramatic pictures — more than 
any others —told the story of divided Berlin. They moved rapidly — and exclusively — over AP 
picture circuits while the news still was hot. The impact on viewers was tremendous. 


A 
One of these pictures is of an East German soldier leaping Communist barbed wire into the 


freedom of West Berlin. The other is of an East German couple being turned back by Communist 
border guards. 


On the Berlin crisis —as every day, from anywhere —the best spot news pictures move 
fastest into TV stations via AP Photofax for instant use while the news still is hot. For the best 
newscasts, and the quality which sponsors expect, why be satisfied with less than the best? 








. 


By Associated Press Berlin Staff Photographer Edwin Reichert 
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Tv propels kiddies to the Bosco shelf 


One of television’s more individ- 
ualistic advertisers is Corn Products 
Co.’s Bosco milk amplifier. In 1961, 
approximately 99% of its nearly $2 
million ad budget will go to sponsor- 
ship of children’s programs in key 
metropolitan areas, supplemented by 
a network “umbrella” on CBS-TV’s 
Dennis The Menace. 

Where possible, the buying for- 
mula in each market aims for fre- 
quency and impact. As explained 
last week by a media executive at 
Bosco’s agency, Donahue & Coe: 
“We buy for vertical impact. We 
buy into all available top-rated shows 
in a market to get Bosco announce- 
ments in consecutive time periods, 
starting at 4:30 p.m., for example, 
straight through to 6:30 or 7 p.m. 
We also buy programs for horizontal 
exclusivity: that is, we go into shows 
at the same time period on two or 
more stations to achieve 100% un- 
duplicated audience.” 

Bosco climbed to prominence in the 
fortified chocolate syrup field through 
a carefully guided tv plan. In fact, 
tv has been considered the obvious 
media choice since the product’s -in- 
troduction nearly a decade ago. 
But, as one agency executive pointed 
out: “It’s not so much a question of 
choice as it is the way we employ 
the medium. Many youngsters in 


our tv audiences cannot read, and 
that coupled with the demise of chil- 
dren’s programs on radio makes tv 
the only medium available for reach- 
ing our young customers.” 

The Bosco formula is described 
as “a concentration of effort in the 
areas of prime potential, with sched- 
ules tailored to deliver maximum 
reach and frequency and with effi- 
ciency. We don’t buy by the num- 
bers, but we don’t frown on them 
either. Buying decisions are based 
on the program’s track record, the 
program host and his reputation, the 
time period and the rating. A choice 
is made after preparing and compar- 
ing a breakdown of these qualifica- 
tions for every available children’s 
show in a market.” 

Age Group Important = The Bos- 
co tv audience is primarily the 4-10 
age group. For the advertising to be 
effective there are considerations 
unique to the age group. Repetition 
is a key to greater sales. Many of 
the youngsters are not old enough 
to read the label on the jar. It’s im- 
portant then that the Bosco jar be 
prominently displayed during every 
announcement, usually delivered by 
the m.c. of the show. Repetition of 
such phrases as “I love Bosco, you 
will too” is necessary because the 
youngsters’ attention is easily di- 


verted and their memory short. 

“You have to keep telling them, 
Monday through Friday,” the media 
official emphasizes, “so that by Sat- 
urday morning when mothers take 
their children along to the supermar- 
ket the ‘skirt-tuggers’ will take a jar 
of Bosco off the shelf and put it in 
the grocery cart.” 

A Bosco program buy is “just the 
beginning” as far as the agency is 
concerned. Close contact is main- 
tained with every station, show and 
m.c. as long as the buy is in effect. 
Confidence is put in the m.c.’s abil- 
ity to deliver the commercial with- 
out benefit of prepared copy, al- 
though he or she is usually supplied 
with product fact sheets and sample 
scripts. 

The followup work also includes 
tape checks of the m.c.’s commercial 
handling and unannounced field 
trips by agency media personnel to 
the stations. These “inspectors” 
check on the use of correct props, 
delivery style, and during each visit 
they talk with the talent, watch the 
show to see if it’s handled in good 
taste, and exchange suggestions. 
There are talks, too, with the station 
managers about new programs, mer- 
chandising and promotional oppor- 
tunities, such as tying-in with special 
events in the markets. The field 





that all of its spots have been carefully 
edited for good taste and stress the 
quality of the product rather than the 
joys of drinking—scheduled a series of 
public service spots to replace its usual 
messages over the Labor Day weekend 
(Sept. 2-4). The holiday weekend 
commercials asked listeners to drive 
carefully and reminded them that driv- 
ing and drinking do not mix. The copy 
suggested that “moderation” be the 
guide. The product line was mentioned 
only as a signature for the commercials. 


$2.8 million paid NFL 
teams by broadcasters 


The National Football League last 
week revised its estimates of the reve- 
nue each of its 14 teams receive from 
radio and television in the wake of 
BROADCASTING’s annual football report 
(BROADCASTING, Aug. 28). 

From Jim Kencil, NFL director of 
public relations, come these “official 
unofficial” estimates: Baltimore, $340,- 
000; Chicago, $200,000; Cleveland, 
$220,000; Dallas, $125,000; Detroit, 
$160,000; Green Bay, $120,000; Los 
Angeles, $250,000; Minnesota, $130,- 
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000; New York, $250,000; Philadelphia, 
$180,000; Pittsburgh, $300,000; San 
Francisco, $200,000; St. Louis, $150,- 
000; Washington, $250,000. The new 
total is $2.875 million. 
WBAL-AM-FM Baltimore will carry 
the Colts’ games on radio with the fm 
purchase a specific buy and not a 
bonus. Earlier it was incorrectly re- 
ported that the games would be carried 





Seasonable greetings 


Blair-TV distributed to agency 
account executives last week a 
promotion piece in the form of a 
Christmas card. It extends Yule- 
tide greetings (“pardon our early 
Christmas spirit”) and stresses 
that spot tv schedules of “fringe 
time” minutes are approximately 
92% to 99% more efficient than 
participations on the same sta- 
tions in highly-rated network pro- 
grams. It ends: “Call your Blair 
man in September, October, No- 
vember, December . . . and Be- 








yond.” 





on WFBR. Sponsoring the Baltimore 
games will be the National Brewing Co., 
American Oil and the Baltimore Dodge 
Dealers. 

Sponsorship of the Pittsburgh Steelers’ 
games is shared by Duquesne Brewing 
Co., Marlboro Cigarettes and American 
Oil. 

Still not announced is the radio sta- 
tion that will carry the games of the 
New York Titans of the American 
Football League. (See story on legisla- 
tion affecting pro football page 54.) 


RAB expands offices 


All principal departments of Radio 
Advertising Bureau, New York, will be 
consolidated in new headquarters offi- 
ces in mid-September. The bureau has 
leased the eighth floor of 655 Madison 
Ave., giving more floor space than the 
present quarters at 460 Park Ave. and 
120 E. 56th St. 


Kevin Sweeney, RAB president, said 
the move does not end RAB’s search 
for a building of its own, and that an 
on-the-spot study of possible sites will 
be made in New York early this fall 
by RAB’s finance committee headed by 
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Jim Stewart of WBKB (TV) Chica- 
go’s “Jim Stewart Show” is typical 
of the major market children’s 
shows in which Bosco milk supple- 
ment concentrates its advertising. 


trips are said to be welcomed by the 
stations because the personal interest 
makes them feel they are not just 
order houses. 











Harold Krelstein, of the Plough sta- 
tions. Meanwhile, at 655 Madison, the 
bureau will expand its tape, slide and 
data-gathering facilities. 


Heavy buying viewers 


CBS-TV Stations Division last week 
introduced a new study that relates the 
incidence of product consumtion to tv 
viewing in a given market. 


The new report, entitled ‘Prime 
Prospects,” specifically deals with Los 
Angeles, where CBS-TV owns KNXT 
(TV). The study attempts to answer 
the question of how well the station 
reaches consumers who do the heavy 
buying in the market. The bulk of the 
study is based on a comprehensive 
American Research Bureau question- 
naire which categorizes 41 high-con- 
sumption products, classifying the users 
into “light,” “medium” and “heavy.” 

Los Angeles was selected for the 
study because it is a seven-station mar- 
ket (New York and Los Angeles, in 
which CBS-TV has stations, also are 
the largest markets in the U. S.). The 
study will be seen this week at agency 
offices in both these cities and probably 
in Chicago later. 
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TEENAGERS VS PARENTS! 
Coming Up in September / Three Significant Panel Dis- 
cussions on the Problems of Teenagers and Their Parents 
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produced by the National Broadcasting Company 
in cooperation with the National Council of the 


Churches of Christ in the U.S.A. as a part of 
THE YEAR-LONG NBC RELIGIOUS PROGRAM 
Sundays 1:30-2:00 PM NYT 


0 fh i aia s 


Alternating on NBC TV with FRONTIERS OF FAITH during the YEAR-LONG NBC 
RELIGIOUS PROGRAM are THE CATHOLIC HOUR, produced in cooperation with The 
National Council of Catholic Men, and THE ETERNAL LIGHT, a joint production with 
the Jewish Theological Seminary of America 


FRONTIERS OF FAITH—WINNER OF A 1960 PEABODY AWARD 
: =) 
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Carolinians rebel on deintermixture 


GROUP OPPOSES THREAT TO WIS-TV CH. 10; UHF OPERATORS MEET 


The battle on deinxtermixture moved 
in new directions last week. 

A group of South Carolinians, bat- 
tling to save ch. 10 Columbia from be- 
ing lost to the state, asked the FCC to 
withdraw the deintermixture proposal 
which would, if adopted, force WIS- 
TV in the state capital to move to 
uhf. 

At the same time, uhf broadcasters 
gathered for the first time since the 
commission’s deintermixture proposals 
(BROADCASTING, July 31) in Springfield, 
Mass., and agreed to try to rally sup- 
port for the FCC’s ideas as best they 
can. 

Gun = In a unique and po- 
tentially explosive document, the citi- 
zens and government of South Carolina 
fired a broadside at the FCC—the open- 
ing of what may be a knockdown battle 
against deintermixing Columbia, the 
capital of the state. 

The FCC proposes to delete ch. 10 
from the city and substitute a uhf 
channel. 

Presented to the FCC on Friday was 
a petition filed by 75 South Carolina 
national legislators, state officials 
and representatives of business and 
community life asking that the com- 
mission rescind its proposal to delete 
ch. 10 (WIS-TV) from Columbia and 
substitute a uhf channel in its place. 

The approach was made on two 
counts: 

Columbia does not meet either of the 
commission’s two criteria for deinter- 
mixture—it is neither substantially con- 
verted to uhf nor would the city be 
free of outside uhf signals. 

And, the mass petition said, if the 
FCC doesn’t believe this, hold a hear- 
ing in Columbia and let the public tell 
its story. 

This would be in line with the com- 
mission’s statements that broadcasters 
should survey the sentiments of their 
communities to ascertain the public’s 
wishes, the petitioners noted. 

Among the signers, each filing as an 
individual petitioner, were the two 
United States senators from South Caro- 
lina, six representatives, the Governor, 
the lieutenant governor, the president of 
the State Senate, country delegations 
and a group of business and community 
leaders. 

The group referred to comments by 
uhf ch. 67 WNOK-TV Columbia in 
earlier filings before the FCC which 
suggested that the better answer to 
competitive television in Columbia 
would be the addition of another vhf 


channel, even at substandard spacing, 
rather than deintermixture. 

One of Eight = Columbia is one of 
eight cities which the FCC has pro- 
posed to deintermix by removing the 
present, single vhf channel in order to 
establish an all-uhf market. 

The other cities are Binghamton, 
N.Y.; Champaign, Ill.; Erie, Pa.; Hart- 
ford, Conn.; Madison, Wis.; Montgom- 
ery, Ala., and Rockford, IIl. 

Both the Columbia and Montgomery 
stations (WSFA-TV) are commonly 
owned by the Broadcasting Co. of the 
South. 

The proposals have already called 
forth a storm of protest, with statements 
of opposition by state and local groups, 
as well as by state’ congressional dele- 
gations in Washington. 

If the commission won’t hold oral 
argument in Columbia on the petition 
to rescind, the petitioners asked that the 
FCC order oral argument in Washing- 
ton as soon as possible before Congress 
adjourns, so that the South Carolina 
delegation may appear. 

Deintermixture in Columbia cannot 


be effective, the petition stated, because 
the area is heavily served by outside 
vhf service. Eleven stations from out- 
side Columbia send vhf signals into the 
area: Augusta, Greenville, Spartan- 
burg, Asheville, Charlotte, Florence 
and Charleston. 

If ch. 3 were to be removed from 
Columbia, the group pointed out, only 
a very small area around the city of 
Columbia would not be receiving vhf 
service. And, it went on, if surround- 
ing vhf stations were to move to maxi- 
mum power and antena heights, there 
would be no area not served by vhf. 

Even the state’s pine trees would 
contribute to the poor showing of uhf, 
the petitioners noted. The foliage of 
pine trees block uhf signals to a great 
degree, they said. 

Conversion Limited = Uhf conversion 
in the Columbia service area is not 
anywhere near “substantial,” the Pal- 
metto State petitioners stated. 

Uhf penetration has fallen dramatical- 
ly—from 47% in 1958 to 8% in 1960 
for Calhoun County—while in one in- 
instance it rose—from 47% in 1958 





Rep. Vern Thomson (R-Wis.) has 
introduced a resolution asking the 
FCC to delay its deintermixture 
plans at least until the commission 
completes its impending uhf study 
and reports to Congress. 

In a statement accompanying the 
resolution (HR 450) the Congress- 
man also blasted the FCC for its 
“grossly inconsistent if not mislead- 
ing position” in requesting $2 mil- 
lion for the uhf study it will begin 
shortly in New York. 

Rep. Thomson, a member of the 
House Commerce Committee, which 
has jurisdiction over the FCC, re- 
called that the commission sought 
the appropriation on the ground the 
study is essential to a conclusive de- 
termination of the role uhf could 
play in solving the tv allocations 
problem. 

Yet, he added, even though the 
commission is not scheduled to com- 
plete its study until January 1963, 
it has already proposed deleting vhf 
channels from eight markets and 
shifting the affected stations to uhf 
bands (BROADCASTING, July 31). 

Rep. Thomson said he introduced 





Thomson wants FCC to hold deintermixture 


the resolution because of a “flood” 
of mail from constituents protesting 
the proposed elimination of one of 
the eight vhf channels, ch. 3 in 
Madison (WISC-TV). 

Loss of the channel would deprive 
“tens of thousands of people” in 
south central Wisconsin of their only 
reliable television service, he said. 
Since no major metropolitan area 
with as many as five or seven vhf 
channels would lose even one, he 
added, “this is nothing less than an 
outright discrimination against the 
rural and agricultural citizens of 
Wisconsin.” 

In moving ahead with its deinter- 
mixture plans before the study find- 
ings are in, he said, the commission 
is either taking action without the 
necessary technical data, or it “has 
misled this House into an appropria- 
tion which it did not need, was not 
entitled to, and is now wasting.” 

If adopted, the resolution would 
merely express the “sense of the 
House” and carry no legal weight. 
But it is unlikely the commission 
would ignore the expressed wishes 
of the House. 
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in the wind?’ 
jead for KIOA, Des Moines. 





Why? because they’re going with Blair?* 
Partly, plus other things. 
Like what? 
Like record corn-income, lowa’s biggest in years. 
- So what else? 
lowa factory output is even bigger than corn. 
af Which means? 


Personal income in KlOArea up 5% (over $5600.) 


fal Where does KIOA come in? 


Comes in all over lowa, with 10,000 
watts at 940, best frequency in 
s Des Moines, giving 24-hour service 
= - custom-geared to specific needs of 
this productive agri-urban market. 





% 


Effective September 13, 1961, 
[ee another major area-station, 
. iMa4 KIOA-Des Moines, appoints 


ae KG, ; 
‘ and Company 


/, 
L as National Representative 











Uhf operators meeting in Spring- 
field, at the invitation of William L. 
Putnam, president of Springfield Tele- 
vision Broadcasting Co., formulated 
plans for supporting the FCC’s pro- 
posals to deintermix eight markets by 
deleting the single vhf channel now 


to 68% in 1960 for Lexington County, 
the petition noted. 

Up the CCT = A uhf organization, 
the Committee for Competitive Tele- 
vision, quiescent for the last few years, 
showed signs of life last week—and 
among these were a resurgence of the 
combativeness that made CCT a fight- 
ing pro-uhf organization less than five 
years ago. 

The renewed tremors arose at a spe- 
cial meeting of 11 representatives of 
nine uhf station groups in Springfield, 
Mass., on Aug. 28. The meeting had 
been called by William L. Putnam, 
president of four uhf stations in Massa- 
chusetts (BROADCASTING, Aug. 28). 

The informal meeting, lasting from 
lunch through dinner, ended with no 
written resolutions, but a consensus 
among those present that support must 
be drummed up in behalf of the FCC’s 
proposal to deintermix eight markets 
by deleting the single vhf there and 
substituting a uhf channel to make them 
all uhf areas. 

Stressed was the need for a “grass 
roots” approach to support the FCC’s 
proposals. The uhf operators present 
agreed to increase their individual ac- 
tivities toward this end through ap- 
proaches to legislators and the public. 

Mr. Putnam charged that vhf sta- 
tions “were using the indentical politi- 
cal pressure tactics they used to defeat 
a similar deintermixture proposal sev- 
eral years ago.” 


50 (GOVERNMENT) 





there. In the picture above uhf opera- 
tors are (I to r): Robert Stough, WSBA- 
TV York, Pa.; Harold Thomas, WATR- 
TV Waterbury, Conn.; Bernie Berk, 
WAKR-TV Akron, Ohio; Larry Turet, 
WXIX-TV Milwaukee; John English, 
WSEE-TV Erie, Pa.; John Fergie, WRLP 


“The might of the v’s may not be 
on our side,” he said, “but we have 
the recommendations and backing of 
the most unbiased and most qualified 
group of experts in the industry to de- 
termine the merits of deintermixture, 
the staff of the FCC.” 

Another uhf operator, John English, 
WSEE-TV Erie, Pa., expressed the 
belief that the approach of the Assn. 
of Maximum Service Telecasters was 
“hysterical.” 

“We've got a very simple story to 
tell,” he said. “The FCC is the expert 
in this field, and it knows what it is 
doing.” 

Liaison Activities = There was some 
discussion of establishing a more formal 
organization to battle for deintermix- 
ture, but the final resolution was an 
agreement to maintain informal liaison 
with each other and to engage in in- 
dividual contacts with the public and 
congressional and state representatives 
to tell them the uhf side of the story. 

It was agreed that CCT would file 
comments with the FCC in support of 
the deintermixture proposals. 

Plans were also made to hold region- 
al meetings of uhf operators during the 
next weeks, but no dates.or.places were 
set. 

Mr. Putnam sent out invitations to 
all uhf-only operators east of the Miss- 
issippi River. One of those present said 
Mr. Putnam was heartened by the num- 





(TV) Greenfield, Mass.; William L. Put- 
nam, WWLP (TV) Springfield, Mass.; 
Ed Stala, WINR-TV Binghamton, N.Y.; 
Roger Putnam, chairman of Spring- 
field Television; Bob Bray, WHNB-TV 
New Britain, Conn., and Don Burton, 
WLBC-TV Muncie, Ind. 


ber of broadcasters who took the trouble 
to come to Springfield. The Putnam 
stations are WWLP (TV) Springfield, 
WRLP (TV) Greenfield, WWOR (TV) 
Worcester, and WBEC-TV Pittsfield, all 
Massachusetts. 


Senate favors cutting 
presidential campaigns 


Senate Aug. 25 approved by voice 
vote the resolution (S Res. 141) calling 
for shorter presidential campaigns. Res- 
olution, introduced by Sen. Kenneth 
Keating (R-N.Y.), puts the Senate on 
record as favoring holding presidential 
nominating conventions after Labor 
Day in election years. 

The resolution cites the candidates’ 
ability to reach voters by television and 
radio and modern transportation as 
justification for shorter campaigns. 

Senate Majority Leader Mike Mans- 
field (D-Mont.) described the Keating 
proposal as an excellent one. But some 
senators said adoption of the resolution 
is meaningless since it merely expresses 
“sense of the Senate” and it has no 
legal effect. 


Evangeline asks to withdraw 


Evangeline Broadcasting Co., one of 
three applicants for ch. 3 Lafayette, 
La., last week asked to withdraw citing 
FCC grants at Baton Rouge and Port 
Arthur-Beaumont (Tex.), which it 
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feels provide coverage and competition 
in the market. 

Morgan Murphy, half-owner of 
Evangeline, has applied to buy KXLY- 
AM-FM-TV Spokane, Wash., and is 
selling his interest in Evangeline to 
George Thomas, who owns the other 
half. 

The remaining applicants for ch. 3 
are KTAG Assoc. and Acadian Tele- 
vision Corp. 


Jacksonville case 
restudied this week 


A 1956 FCC grant, said to have been 
influenced by off-the-record contacts, 
will be re-examined this week by the 
commission. The agency reopened the 
record last year on its own motion to 
explore ex parte charges developed dur- 
ing hearings before the House Legisla- 
tive Oversight Subcommittee in the 
Jacksonville, Fla., ch. 12 grant (BROAD- 
CASTING, Aug. 8, 1960). ‘ 

The channel was granted to Florida- 
Georgia Tv Co. (WFGA-TV) by a 4-2 
FCC vote reversing the hearing ex- 
aminer’s initial decision. Other ap- 
plicants were the City of Jacksonville 
(WJAX) and Jacksonville Broadcasting 
Co. (WPDQ). In the House hearings 
testimony was presented to show that 
former Commissioner Richard A. Mack 
had sought advice from a party outside 
the case and was contacted on behalf 
of two of the applicants, WFGA-TV 
and WJAX. 

The case will be reopened Sept. 6 
in Washington before Chief Hearing 
Examiner James D. Cunningham. Wit- 
nesses set for the first week include 
Francis Conroy, Miles H. Draper and 
Dillon Kennedy. Mr. Conroy was de- 
scribed in the House hearings as a 
Jacksonville attorney and “an old 
friend” of Commissioner Mack whom 
the commissioner telephoned on two 
occasions for advice on the case before 
the final decision. Mr. Draper is a 
Tampa attorney, who allegedly made 
representations on behalf of the City 
of Jacksonville. Mr. Draper also was 
a friend of Commissioner Mack, ac- 
cording to testimony. Mr. Kennedy is 
a Jacksonville city commissioner. 





Delinquency hearings 


The Senate Juvenile Delin- 
quency Subcommittee will resume 
hearings Thursday and Friday on 
a possible connection between tv 
crime and violence and the rising 
youth crime rate. The subcom- 
mittee did not announce the 
names of witnesses, but an aide 
said they would be drawn from 
the broadcast industry. 











why ATC is the most widely 
used tape magazine system 
in broadcasting 





If price was the only factor involved 
in the manufacture of an Automatic 
Tape Control system, most of our 
problems would be solved. But 
because ATC magazine-loaded tape 
units must produce high fidelity 
playback in conjunction with the 
finest broadcast equipment made, 





Playback Unit 





we have refused to make any con- 
cessions in materials and com- 
ponents just to meet a price. The 
ATC is an engineer’s delight. High 
quality, heavy-duty construction is 
evident throughout. All electrical 
components are conservatively 
rated for long life and marked for 
easy identification. All components 
and wiring are easily accessible for 
efficient preventative 





Program Amplifier Module 








maintenance. Modular 
construction eliminates 
costly downtime. High 
performance vacuum 
tube circuitry assures 
reliable operation to. 
+65° C. ATC delivers 
a frequency response of 
+2 db from 70 to 12,000 
cps; +4 db from 50 to 
15,000 eps. Signal-to- 
noise ratio is 55 db, and Record/Playback Deck 
wow and flutter is under 











0.2% rms. AUTOMATIC TAPE 
CONTROL, INC., introduced the 
original Automatic Tape Control 
system in 1958. Formerly distrib- 
uted exclusively by Collins Radio 
Company, the ATC system is now 
in use in over 600 radio and TV 
stations. More than 4,000 units have 
been manufactured, installed and 
proved under actual ‘‘on-the-air’”’ 





Record Amplifier 











conditions. For complete informa- 
tion and illustrated brochure, write, 
wire or phone collect today. 


made by broadcasters for broadcasters 


AUTOMATIC Alo TAPE CONTROL 


209 E. Washington St. e Room 108 e Bloomington, Illinois 
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WHO MAKES THE BIG AGENCY DECISIONS 


SO IMPORTANT TO YOU? 


Here’s a discovery to ponder. Recently the A. C. Nielsen 
Company — world’s largest marketing research organization — 
queried executives at the country’s 50 biggest television and 
radio agencies. (Collectively, the Top 50 agencies spend 
nearly 1% billion dollars of all broadcast advertising money 
invested annually. Their individual TV-radio billings range from 
approximately $125,000,000 to $6,500,000 a year. ) 


These are pretty important people. Nearly three-quarters 
of them are media directors, assistant or associate media direc- 
tors, media supervisors and media buyers. Others are account 
executives and group supervisors (7%); V.P.’s in charge of 
TV-radio, or TV-radio directors (4% ); top management exec- 
utives (5% ); research or other functions (12% ). 


One of the things Nielsen wanted to find out is this: 


To what degree do these individuals play an 
influencing part in the selection of (1) MEDIA, 
(2) MARKETS, and (3) STATIONS ? 


For how they answered, see the facing page... 




















..DECISIONS ON MARKETS? 9190" \aricirs 0o'e used. OF thse: 





REGULARLY (81%) 





REGULARLY (82%) 






OCCASIONALLY (19%) 


..DECISIONS ON MEDIA? 93%" Metrk tobe sed ofthese: 





OCCASIONALLY (18%) 


..DECISIONS ON STATIONS? 86%" srartons toe used. OF thse: 





REGULARLY (88%) 


Men and women who make important deci- 
sions like those are important to YOU, too! 
Which is why we think you should also know what 
they told Nielsen about their responsiveness to the 
four principal business publications in the TV-radio 
field. Here, briefly, is the box-score: 


1 ) For broadcast media news and information, 
BROADCASTING is read by more of them than any of 
the others. 


2 ) For reporting of current trade events, 
BROADCASTING is preferred 2-to-1 over the next-best 
— and 70% over the other three combined. 


3 ) They express the most confidence in Broap- 
CASTING—86% more than for the next-best magazine. 


4 ) They consider the most useful publication 
to be BroapcasTinc — by a 21% margin over the 
second-best (143% over the other two combined). 


5 ) For your advertising, they recommend — 

to best reach them —that you use BROADCASTING 
(which outscores the second-best magazine by 42%, 
the rest of the field by 185%). 


OCCASIONALLY (12%) 


6 ) Your advertising is likely to have the most 
impact on them, they say, when it appears in 
Broapcastinc. They rank BroapcastTINne decisively 
ahead of the nearest competitor by 57% — and 80% 
ahead of the two stragglers combined. 


Executives whose livelihood depends upon 
making decisions aren’t likely to make them 
lightly or without sound reasons. It stands to 
equally sound reason that when YOU make decisions 
about where to run your own advertising, the advice 
of your own best prospects is the safest guide you 
can follow! 
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JUSTICE THROWS A BLOCK 


NAB also opposes bill favoring pro ball package rights, 
but Rep. Celler’s hopeful of getting it to House floor 


Legislation that would enable the 
National Football League and other 
sports leagues to sell the tv rights for 
their games to the networks in a pack- 
age ran into Justice Dept. opposition 
last week. 

The department’s antitrust chief, Lee 
Loevinger, said enactment of the bill 
(HR 8757) “is contrary to the estab- 
lished policy of the American free-en- 
terprise system . . . wouldicarve out a 
broad exemption to the antitrust laws 
. . « [and] would place in the hands 
of a few private persons tremendous 
power over a popular and lucrative 
business.” 

Indications were, however, that Rep. 
Emanuel Celler (D-N.Y.), author of 
the bill, would push for its enactment 
at this session of Congress. After a 
hearing by the House Antitrust Sub- 
committee, which he heads, Rep. Celler 
said he hopes to get the bill to the 
House floor as soon as possible. 

At the hearing, NAB opposed the 
bill on grounds similar to those of the 
Justice Dept. Support came from rep- 
resentatives of professional football 
and baseball. A spokesman for the Na- 
tional Collegiate Athletic Assn. went 
along with the proposal, but asked for 
an amendment to protect college foot- 
ball gates from pro football telecasts. 

The bill was introduced as a result 
of a decision of a Federal District Court 
in philadelphia, which voided an NFL- 


CBS-TV contract. The pact would have 
paid the league $9.3 million for the 
1961 and 1962 seasons. The decision 
was based on an antitrust decree issued 
by the same court in 1953. 

No overriding Needs = Mr. Loe- 
vinger, who presented the Justice 
Dept.’s views in a letter to Rep. Celler 
after the hearing, said exemptions from 
antitrust laws are traditionally limited 
to situations where “overriding public 
policy considerations are present.” But 
no such public need or benefit has been 
demonstrated to warrant the proposed 
exemption, he said. 

He noted that in 1960 CBS paid $1.5 
million for the right to televise 80% 
of the NFL games while under the 
voided contract, the network would 
have paid $4,650,000 for all league 
games in 1961. “Thus,” he added, “to 
acquire the remaining 20% of the 
games and hold exclusive telecasting 
rights . . . CBS was willing to pay 
200% of the price” it paid in 1960. 
“This, to us, is a striking example of 
the evils of monopoly.” 

The effect of the bill in the future, 
when eight or 10 television stations may 
cover one area, must be considered, 
he said. The bill could prevent most 
of these stations from televisig sports 
contests, he asserted, for it would per- 
mit one network to tie up the games of 
two or more leagues. 

Mr. Loevinger said the NFL mem- 


L to r, Messrs. Foss, Frick and Rozelle 


bers’ contracts in 1960 do not indicate 
“any deficiency in negotiating talent on 
the part of the clubs. . . . Even a team 
which lost all its games, the Dallas 
Cowboys, sold its television rights for 
$150,000, a large sum of money.” 

“Our position,” he said, “is that no 
legislation is mecessary—that present 
law provides adequate safeguards for 
considerations of organized sports’ le- 
gitimate interests.” 

NAB’s position was presented by 
Vincent T. Wasilewski, executive vice 
president-elect, who acknowledged that 
the bill is “a matter of controversy” 
within the industry. He said ABC, 
which has a package-tv contract with 
the American Football League, supports 
the bill, while NBC opposes it. He said 
CBS has not taken a public stand. 


Antitrust Laws Should Prevail = But 
NAB’s view, he said, is that telecasting 
of sports contests should remain sub- 
ject to governmental supervision 
through the operation of the antitrust 
laws. He said enactment of the Celler 
bill would result in fewer sports tele- 
casts. 

If only one network is permitted to 
broadcast a league’s games, “the possi- 
bility of two networks telecasting dif- 
ferent games of the same league in the 
same area” would be eliminated, he 
said. And to make the package con- 
tract effective he added, “the league 
would have to preclude individual 
clubs” from making their own tv ar- 
rangements. 

“We believe that no blank check 
should be given to professional sports 
which allow them to arbitrarily black 
out from the airwaves, through con- 
certed activity, the telecasting and 
broadcasting of games which have such 
great public appeal,” he said. 

He also discounted the reason given 
by the NFL for desiring a package tv 
contract—that this was the only means 
of providing all league members, weak 
as well as strong, with adequate tv 
revenue. He quoted an article in the 
Aug. 28 BROADCASTING, which put the 
total NFL radio-tv revenue for 1961 
at $3.5 million. (See story, page 46.) 

An amendment proposed by the sub- 
committee to tighten up the bill failed 
to win Mr. Wasilewski’s support for the 
bill. It would specify that the bill does 
not permit tv blackouts, except for ar- 
rangements not to telecast another game 
into the home area of a team when it’s 
playing at home. Mr. Loevinger sug- 
gested a similar amendment in the event 
the bill is approved by the subcommit- 
tee. Mr. Wasilewski said the change 
would improve the bill—but not 
enough to alter NAB’s opposition to it. 


NFL’s Position = In urging passage 
of the bill, NFL Commissioner Pete 
Rozelle said that unless the league is 
permitted to sell its tv rights as a pack- 
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PULSE IS IN 


FACE-TO-FACE TOUCH 
WITH AMERICA! 


BROADCASTPULSE 


Audience measurement in 
radio and television 


Cumulative Pulse 
Foreign Language studies 
Negro studies 

FM surveys 


Sponsor identification and 
commercial remembrance 


Pulse Personal Interviewing 
accounts for all family members 
measures listening and viewing in 

any part of the house 

accounts for all listening and viewing 
in multi-set homes 

covers out-of-home listening and viewing 
reaches different families each survey 
preserves the process of natural 
program selection—all data 

obtained only after selection 

has been made. 


MARKETPULSE 


3-time-a-year marketing study of every U.S. 
network TV program in light of product-use 
and socio-economic questions. Report #4, due 
this week, reports on 55 categories, bringing 
total covered thus far to 147. 


based on the Profiles for each of the 147 
categories covered thus far. Pulse has all this 
data-—-and much more—stored on electronic 
tapes and offers cross-tabulations for any two 
more characteristics. (E.g., income vs. cost of 
new car purchased.) Rates on request. 


custom-research to your own marketing re- 
quirements. 

Typical MarketPulse clients include: Ameri- 
can Cyanamid, Hicks & Greist, Chesebrough- 
Ponds. 


for further information, contact: 


730 Fifth Avenue « New York 19, N.Y. 


JUdson 6-3316 








age, only a limited number of NFL 
teams will be seen on television in 
1962, when current contracts will have 
expired. The networks are interested 
only in the stronger teams, he said. 

This will mean, he added, that the 
league’s tv revenues will be reduced, 
and its efforts to maintain a balance 
among its members will be hindered. 
He said only four of the 13 teams in 
the league last year (there are now 14) 
would have made a profit without tele- 
vision money. 

Mr. Rozelle said the NFL is the only 
sports league “singled out for prohibi- 
tions on joint television contracts.” 
Other leagues, he observed, “including 
the directly competing American Foot- 
ball League, continue to enjoy the sta- 
bility of single network television con- 
tracts without challenge” by the Justice 
Dept. 

The NFL head argued that members 
of a professional football league can- 
not be considered competitors in a busi- 
ness sense, since no club wants to put 
any of the others out of business. The 
league feels it’s as important for the 
Green Bay Packers, representing a com- 
munity of 63,000, to receive as much 
tv income as the New York Giants, 
located in an area of 8,000,000 peo- 
ple, he said. 

Mr. Rozelle endorsed a _ proposed 





Aitkin-Kynett 
gets a chance 
to clean up 


Housewives in the Tidewater have 
found two new friends, 


1. That new gentle, pink detergent 
promoted so well by Aitkin-Kynett. 
2. Virginia’s newest and most excit- 
ing radio station, WHIH. 


Can’t we get the two together? It 
seems to us Aitkin-Kynett could 
really clean up. Housewives by the 
block are now switching to WHIH, 
because of its livelier music, more 
intelligent news coverage and vigor- 
cus concern with local public issues. 

Indeed, whatever product you 
advertise to Tidewater housewives, 
check the all-new WHIH before you 
buy. 


WHIFF 


FORMERLY WLOW 


TIDEWATER, VIRGINIA 
AN ELLIOT STATION 
Representatives: Avery-Knodel 











amendment that would require competi- 
tive bidding for a league’s tv rights. He 
explained that CBS got the league con- 
tract by negotiation rather than bid be- 
cause it already had contracts with a 
majority of the clubs for the 1961 sea- 
son. 


Amendment Requested = Joe Foss, 
commissioner of the American Foot- 
ball League, generally supported the 
bill, but asked that language be added 
to prevent a league from tieing up more 
than one network and thus being able 
to kill off a competing league. Mr. 
Rozelle earlier approved this proposal. 

One of Mr. Foss’s major concerns 
in favoring passage of the bill was that 
its enactment would protect the AFL 
from the possibility of a Justice Dept. 
antitrust suit. He said that while the 
AFL-ABC pact is similiar to the NFL- 
CBS agreement, its provisions are suffi- 
ciently different to bring it within the 
law. But, he said, the league didn’t 
want to pay $100,000 in legal fees to 
prove this point in court if the Justice 
Dept. should decide to bring suit. 

William R. Reed, Commissioner of 
the Big 10 Conference, and chairman 
of the NCAA’s legislative committee, 
said college football is not opposed to 
the bill. But he asked for an amend- 
ment that would prohibit professional 
football telecasts on days other than 
Sunday, the customary game day for 
pro football. 

Commissioners Rozelle and Foss 
said professional football had avoided 
competing with college football for 35 
years, and would do nothing to damage 
the pro teams’ major source of talent. 
Both, however, declined to endorse the 
proposed amendment, contending that 
pro teams might in the future want to 
play their games on some day other 
than Sunday. 

Baseball Commissioner Ford Frick 
also appeared in support of the bill, 
which applies to baseball, hockey and 
basketball, as well as footall. 


U. S. drops charges 
against Richard Mack 


The U. S. Justice Dept. last week 
finally let former FCC Commissioner 
Richard A. Mack off the hook. Charges 
that he conspired with Miami lawyer 
Thurman A. Whiteside to throw the 
grant of ch. 10 Miami to National Air- 
lines were dropped in Washington Dis- 
trict Court on motion of Justice Dept. 
attorney Oliver Dibble. Judge Alexander 
Holtzoff granted the dismissal. 

Mr. Dibble said the government’s 
case was destroyed when Mr. Whiteside 
was acquitted of the charge in October 
1960. The pair had been tried together 
in 1958 but the jury could not reach 
a decision. In 1960, Mr. Mack was 
declared too ill to stand trial. 

The charges against Messrs. Mack 





and Whiteside stemmed from hearings 
before the House Legislative Oversight 
Committee in which it was alleged Mr. 
Mack had received favors from the law- 
yer in exchange for voting in favor of 
National Airlines. Mr. Mack resigned 
from the commission but denied wrong- 
doing. 

Mr. Whiteside committed suicide last 
May. 


Satellite-to-set tv 
seen by AEC member 


Communications satellites beaming 
television signals directly to home re- 
ceivers around the world are a possi- 
bility within this decade, according to 
Atomic Energy Commissioner Robert E. 
Wilson. 

He told the Research Subcommit- 
tee of the Joint Congressional Atomic 
Energy Committee last week that the 
key to this achievement is in the com- 
pact, nuclear-powered transmitting 
systems being developed by the ABC. 

Direct satellite-to-receiver transmis- 
sion would require about 150 kw per 
channel to cover the entire hemisphere, 
he said. But a simpler nuclear-powered 
satellite relay system would require 
only about 1 kw and could be ready in 
about two or three years, he said. 

Long to Hear FCC = In another 
space communications development last 
week, Sen. Russell B. Long (D-La.) an- 
nounced he will call the FCC to testi- 
fy before his Small Business Subcom- 
mittee on a private-industry group’s pro- 
posals for the creation of a privately 
owned space communications system. 

The group, an ad hoc committee of 
10 international common carriers, is 
scheduled to submit its recommenda- 
tions to the FCC Oct. 13. Sen. Long 
set Oct. 17 for the hearing by his Anti- 
monopoly Subcommittee, which has 
already held hearings on U.S. satellite 
communications policy. 

Sen. Long has said he’s afraid the 
FCC’s creation of an ad hoc commit- 
tee will lead to monopoly control of 
the new communications system. 


Conelrad tests slated 


The new Conelrad alert system util- 
izing the press teletype facilities of AP 
and UPI will be tested each morning at 
9:30 a.m. EST during the month of 
September at all participating stations, 
FCC Defense Commissioner Robert T. 
Bartley announced last week. 

The teletype alerting system will sup- 
plant the former plan of alert by tele- 
phone. Any inquiries from broadcast 
stations should be addressed to the 
FCC coordinating engineer in the sta- 
tion’s Conelrad area. Beginning Oct. 
1, further tests will be conducted twice 
weekly, on Saturdays at 9:30 a.m. EST 
and on Sundays at 8:30 a.m. EST. 
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Etv group appeals 
FCC tv proposals 


Educational tv interests last week ap- 
pealed to the U. S. Court of Appeals 
to give them relief from “arbitrary and 
capricious” decisions of the FCC to 
add commercial tv channels, instead of 
educational channels, in Rochester, 
N. Y., and Johnstown, Pa. (CLOSED 
Circuit, Aug. 28). 

At a Wednesday news conference in 
Washington, Norman Jorgensen, at- 
torney for Joint Council on Education- 
al Broadcasting, said the court petition 
might be the opening gun in a cam- 
paign to get greater FCC consideration 
for educational channels. He said this 
was the first time JCEB has carried 
its arguments to court. 

The FCC Aug. 3 made final rule- 
making to addch. 13 to Rochester on 
a commercial basis and the same day 
instituted rulemaking to add ch. 3 to 
Johnstown. In the former case the com- 
mission denied the petition of the Ro- 
chester Area Educational Tv Assn. to 
reserve ch. 13 for education; in the 
latter the request of Penn State U. to 
assign ch. 3 to State College, Pa., for 
etv. 

The educators’ appeals cited an al- 
leged inconsistency between the FCC’s 
drop-in decisions and the policy the 
agency expressed in its Sixth Report 
and Order (1952) in which it said it 
planned to reserve a vhf channel for 
etv in communities having three or 
more vhf channels. JCEB said the 
commercial grants were not in the pub- 
lic interest because viewers would not 
be offered a diversity of program fare. 
The FCC decisions were characteried 
in the petitions as “unlawful, unfair 
and discriminatory, an abuse of discre- 
tion.” 


FAA will lend an ear 


to FCC on antenna farms 


The Federal Aviation Agency will 
not establish antenna farms if the FCC 
tells that agency that such a grouping 
would interfere with the FCC’s statu- 
tory responsibility, FAA Administrator 
Najeeb E. Halaby announced last week. 
The FAA’s proposal that it set up such 
antenna farms met with vehement 
broadcaster disapproval in hearings held 
before that agency Jan. 10. 

The FAA last week made final rules 
on what constitutes an air hazard and 
exempted structures less than 20 feet 
high. The air agency said it considers 
itself the final authority on the air 
hazard question but added “our findings 
should not be construed to prejudice 
the exercise by the commission of its 
statutory jurisdiction particularly its au- 
thority to determine whether a con- 
struction permit for such a structure 
should be issued.” The FAA warned 
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that this statement should not be inter- 
preted as a conclusion to jurisdictional 
problems that might arise in the future. 
It pointed out that any party dissatisfied 
with a decision by either agency always 
has recourse of taking the action to the 
courts. 


USIA funds approved 
without Javits increase 


The Senate last week passed an ap- 
propriations bill providing $138.9 mil- 
lion for the U. S. Information Agency 
after rejecting efforts of Sen. Jacob K. 
Javits (R-N.Y.) to increase the figure 


by $6,377,289. 

The bill, containing $762 million for 
the State, Justice and Judiciary Depart- 
ments and related agencies, now goes 
to a conference for reconciliation with 
a House-passed bill of $751,300,050. 
The House bill contained $134.8 mil- 
lion for the USIA. 

One of Sen. Javits’ amendments 
would have boosted the USIA ap- 
propriation by $4.3 million in an effort 
to strengthen the agency’s overall pro- 
gram. The other would have restored 
$2 million cut from a fund used to 
guarantee publishers a return on the 
books they produce for the agency. 
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YOUR NO. 1 BUY IS STILL 


KEWB 


national representatives: 


The Katz Agency, Inc. 


Month after month in San Francisco, 

KEWB confirms the judgment of advertisers, 
many entering their third consecutive 

year with our call letters. 

In this, one of the most active radio markets — 
where changes in letters as well as 


G: 


CROWELL-COLLIER 
BROADCASTING 
CORPORATION 


numbers are common — the KEWB beacon 
burns brightly. You still get 

the same low cost per thousand the 
11th week you bought the first! 


A SOUND CITIZEN OF THE BAY AREA 














Cleaning ? Who cleans? Household cleansers? Fine... but... ! 





Stoop and scour... Not with VANISH. 





Today’s modern housewife lives a life of ease. 
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FILM 
does the 


unusual... 


THE PROBLEM: How to show— 
visually and verbally—smartly 
and tastefully—just what a new 
and different household cleanser 
can do... show how and why 
VANISH obsoletes old ways and 
old ideas! 


THE ANSWER: A unique combina- 
tion of animation and live action 
together with precisely synchro- 
nized mattes! On film, of course! 
For film gives you the range of 
effects to make commercials excit- 
ing... arresting... the way you 
want them—and when! 


What's more, it's film alone that 
assures you the convenience, 
coverage and penetration that 
today's total marketing requires. 
For more information, write 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


East Coast Division 
342 Madison Avenue 
New York 17, N. Y. 


Midwest Division 
130 East Randolph Drive 
Chicago 1, Ill. 


West Coast Division 
6706 Santa Monica Blvd. 
Hollywood 38, Calif. 


or W. J. German, Inc. 
Agents for the sale and distribution of 
Eastman Professional Films for motion 
pictures and television, Fort Lee, N. J., 

Chicago, Ill., Hollywood, Calif. 


ADVERTISER: 

Dracket Company—VANiSH 

ADVERTISING AGENCY: 
Young & Rubicam, Inc. 

PRODUCER: 
Transfilm-Caravel, Inc. 
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THOSE LOGGING TROUBLES 


Operations snarl reported as Georgia stations 
try dry run of FCC’s proposed record keeping 


Judging by first field tests, practical 
station operation under terms of pro- 
posed new FCC logging and program 
forms will involve headaches for staff 
and management. 

Last week WDEC Americus, Ga., 
under auspices of the Georgia Assn., 
of Broadcasters, began a dry-run ex- 
periment with logging forms it designed 
in an effort to meet the proposed com- 
mission requirements. WCON Cornelia, 
Ga., was to start similar tests over the 
weekend on all-day scheduling. WDEC 
is a daytimer. WGAU Athens, Ga., is 
analyzing results of tests it has con- 
ducted. 

NAB is vlanning a series of mid- 
September logging tests. 

Jack Wiiliams, GAB executive secre- 
tary, said the association-sponsored 
South East Radio-Tv Seminar, to be 
held Sept. 15 at the Biltmore Hotel, 
Atlanta, has attracted wide interest. 
Two NAB board members have indi- 
cated plans to attend. They are Dwight 
W. Martin, WDSU-TV New Orleans, 
chairman of the NAB Tv Board, and 
Robert F. Wright, WTOK-TV Merid- 
ian, Miss. Julian F. Haas, Crosett, 
Ariz., will attend as president of Arkan- 
sas Broadcasters Assn. At least eight 
other associations will participate. 

Charles Smith, WDEC owner-man- 
ager and GAB treasurer, reported to 
the association after three days that the 
new FCC logging form (BROADCASTING, 
Aug. 21) had developed trouble at the 
station. He said, “Our logging is under 
way. We began Sunday with nobody 
logging but the man on duty. It was 
found impossible for him to keep up 


and our programming degenerated. 
“We have two people on duty 
throughout the day keeping a log. The 
man on the board is doing as much as 
he can. We are inking in blank spaces 
he leaves as a comparison with what 
he should have done under the program 
regulations and what he is able to do.” 


Primary Objectives = GAB said its 
first experiments involved the cost of 
printing forms designed to meet FCC’s 
proposed requirements and the cost of 
additional personnel. Further tests will 
seek to determine if a small station can 
sustain the burden over a period of 
time. 

NAB last week was completing work 
on two series of logging forms designed 
to test the FCC’s requirements. It 
was printing two types of forms for 


field tests. The first form is designed to 
provide all the information the Com- 
mission wants. The second is a simpli- 
fied revision based on NAB’s concept of 
what stations should provide. In the 
second form, provision is made for sta- 
tion certification of policies. This would 
eliminate some of the details involved 
in the first form. 

Three tv and six radio stations will 
conduct the NAB field tests. They will 
use the first form Sept. 11, 12 and 13; 
the second form Sept. 14, 15 and 16. 
The three tv stations will represent 
small, medium and large market sta- 
tions. The radio selection is representa- 
tive of network, independent, fulltime 
and daytime stations. All involve geo- 
graphical separation. 

Last week KSEI Pocatello, Idaho, 
told the FCC the proposed new forms 
are burdensome, useless and contain 
implications of censorship. It predicted 
the procedure will impose hardships on 
stations using combo personnel. 

KCOP Los Angeles, told the FCC 
promotion announcements are a public 
service and should not be classified as 
spot announcements. Network stations 
make a better surface appearance, 
KCOP said, because many of the com- 
mercials are an integral part of network 
programs whereas many independent 
programs are spot carriers and are 
shown as such on the forms. 

This language in the proposed FCC 
forms was causing industry concern 
last week: 

“Commercial or noncommercial an- 
nouncements or commercial continuity 
broadcast within or between programs 
(including station breaks) shall be 
counted as interruptions to program- 
ming. Consecutive commercial and/or 
noncommercial announcements shall be 
considered a single interruption.” 

The paragraph was considered one of 
the biggest stumbling blocks. 

The FCC is almost totally off base 
in presuming to even analyze program- 
ming, claims Luther W. Martin, presi- 
dent of the Show-Me Broadcasting Co. 
(KTTR Rolla, Mo.) in comments to 
that agency on its proposed revised pro- 
gramming form. 

Questioning even the commission’s 
right to delve deeply into a licensee’s 
financial affairs, Mr. Martin claimed 
the FCC’s statutory reason for exist- 
ence is engineering overseeing to pre- 
vent “veritable electronic anarchy.” 

Though he questions the FCC’s con- 





stitutional mandate to oversee program- 
ming, he felt that if it is going to do so 
it should consider the hardship that 
maintenance of thorough program logs 
impose on the small station owner who 
often has one “combination man’’ who 
must perform all announcing and many 
engineering functions of running the 
station during his shift. 

After extending the comments dead- 
line on program forms to Oct. 2 (AT 
DEADLINE, Aug. 21), the FCC clari- 
fied the scope of the rulemaking by 
stating that it would not expect replies 
from educational stations or groups, as 
per requests by the National Assn. of 
Educational Broadcasters and the Na- 
tional Educational Television & Radio 
Center. The FCC made plain that it 
reserves the right to take other steps 
to determine program reporting and 
logging rules for etv outlets. 


Movie men appeal ruling 
in Arkansas pay tv case 


Two movie exhibitors took pot shots 
at pay tv last week while an Arkansas 
court was weighing an appeal to set 
aside a damaging state Public Service 
Commission ruling against the movie 
men. The Aug. 16 ruling directed the 
Southwestern Bell Telephone & Tele- 
graph Co. to provide rates and lines for 
a closed circuit toll system in Little 
Rock, Ark. to be run by Midwest Video 
Corp., an affiliate of International Tele- 
meter Co. 

The movie exhibitors, J. T. Hitt, 
president of the Independent Theatre 
Owners of Arkansas Inc., and Robin 
Wightman, Little Rock manager for 
Rowley United Theatres, said they don’t 
believe pay tv can hurt them, but they 
are against it in principle. Mr. Hitt said 





FCC Commissioner Robert E. Lee 
greets a fellow communicator, Chris- 
tian Scott-Emuakpor, program assist- 
ant in the Nigerian Broadcasting 
Corp. The meeting took place at the 
Broadcasters Club in Washington 
Aug. 25 when the club held a recep- 
tion for foreign broadcasters attend- 
ing an international broadcast semi- 
nar under State Dept. auspices at 
Syracuse U., Syracuse, N. Y. 

The 19 foreign broadcasters are 
in the United States for a four- 








Foreign broadcasters honored in D. C. 


month schedule which includes visits 
to Washington and New York, four 
weeks of academic work at Syracuse 
U., 10 days at Purdue U., on educa- 
tional tv, and six weeks in individ- 
ual visits at NAB member stations. 
Chosen by American Embassy offi- 
cials, the broadcasters represent Ma- 
laya, Norway, Argentina, India, 
Greece, Ecuador, Singapore, Nigeria, 
Somalia, Sarawak, Sweden, Brazil, 
Italy, Mexico, Philippines, Congo, 
and Poland. 
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pay tv will make viewers pay for what 
they now see free, and will “dilute the 
quality of present free tv programs.” He 
labeled the commission’s decision as 
“wrong, as far as the interests of the 
people are concerned,” and expressed 
the hope that the “courts will see it 
differently.” 


Mr. Wightman said the people of 
Little Rock don’t want pay tv and 
that two years ago “thousands” of them 
signed- petitions against it and were 
joined by “many more _ thousands 
throughout the state.” He claimed the 
Arkansas commission “does not have 
jurisdiction over pay tv in Little Rock”; 
that this is a matter for the FCC. 


The exhibitors’ organizations, Inde- 
pendent Theatre Owners of Arkansas 
Inc., a state affiliate of the Theatre Own- 
ers of America; and Rowley United 
Theatres, together with the latter’s sub- 
sidiary, United Theatres Corp., ap- 
pealed the Public Service Commission 
ruling with a brief submitted in the 
Circuit Court of Pulaski County, Ark., 
on Aug. 24. 

In their appeal, the exhibitors con- 
tended the commission had no jurisdic- 
tion or authority in the matter, that pay 
tv is not in the public interest, and that 
the commission’s finding and order is 
not in “sufficient detail” to enable the 
courts to determine the contested issues 
or how and why the decision was made. 

The date for the court hearing on the 
appeal has not been set. 


AFTRA members ask 
$1.2 million damages 


Damages of $1.2 million are claimed 
in a suit against Crowell-Collier Broad- 
casting Corp., licensee of KFWB Los 
Angeles, filed in Los Angeles Superior 
Court Aug. 29 by American Federation 
of Television & Radio Artists on be- 
half of six striking AFTRA members. 

The suit claims the six—Joe Yocam, 
Cleve Hermann, Gary Owens, Elliot 
Field, Ted Quillin and Earl McDaniel 
—suffered defamation of character and 
invasion of the right of privacy from a 
printed handbill “produced and dis- 
tributed by KFWB at the picket line 
and other sources.” 

The suit filed by AFTRA counsel 
David Zizkind seeks $100,000 general 
damages and $100,000 punitive dam- 
ages for each AFTRA member. 

Charges of unfair labor practices 
were filed with the National Labor Re- 
lations Board against AFTRA last week 
by three more KFWB advertisers. 
Charges of Secondary boycott practices 
were made by May Co. department 
store, Midway Motors Inc. and Down- 
town Ford Sales. Charges were filed 
previously by Seaboard Finance Co. 
The advertisers’ suits resulted from 


AFTRA’s distribution of handbills criti- 
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The Vice President and U.S. sen- 
ators don’t often turn out en masse 
to honor a private citizen. But Vice 
President Lyndon Johnson and 32 
senators did last week, for RCA 
Board Chairman David Sarnoff. The 
occasion was his 55th anniversary 
in communications and electronics. 

Gen. Sarnoff received a scroll, 
signed by all those attending a lunch- 
eon Wednesday in Washington, com- 
memorating his “dedicated service 
and outstanding contributions to the 
advancement of communications.” 

The RCA executive, who came to 
the U.S. from Russia at the age of 
nine as a third-class ship’s passenger, 
acknowledged the tribute in a voice 
slightly husky. “There are times,” 
he said, “when the tongue is a little 
dry and the mind a little over- 
whelmed.” In the language of his 
trade, he said, “It makes for poor 
transmission.” He said he was “deep- 
ly moved and profoundly grateful.” 

The luncheon was sponsored by 
five senators. In the picture they 
are (Il to r) George D. Aiken (R- 
Vt.), Warren Magnuson (D-Wash.), 
Jacob K. Javits (R-N.Y.), John O. 
Pastore (D-R.I.), and Kenneth B. 
Keating (R-N.Y.), shown with Gen. 
Sarnoff and Vice President Johnson. 

During the day, Sens. Aiken, Jav- 
its, and Magnuson, Thomas H. Ku- 
chel (R-Calif.), who also attended 
the luncheon, praised Gen. Sarnoff 
in speeches on the Senate floor. 

Four Trips = Gen. Sarnoff told the 
senators his trip from New York to 
Washington last week. would take its 
place in his memory alongside three 





Gen. Sarnoff reminisces about his sentimental journeys 





earlier journeys that to him “sym- 
bolize the meaning, the spirit and 
the opportunities of America.” 

The first was his journey to Amer- 
ica from Russia 61 years ago when 
he was. unable to speak or under- 
stand a word of English. 

The second was another Atlantic 
crossing in 1909, when he was 18. 
By that time he had become a 
Marconi wireless operator and sailed 
aboard ocean-going ships as an offi- 
‘cer. “I had a first-class cabin to 
myself, and wore a uniform with 
gold braid .. . and mingled with the 
first-class passengers,” he said. 


The third trip was in 1929, when 
he sailed to Paris as an assistant 
to Owen D. Young, chairman of the 
U. S. Reparations Commission, as- 
signed to settle remaining World 
War I debts and problems. 

He said he remembered, while 
traveling with Mr. Young and other 
members of the commission, of his 
own humble arrival in the U. S. 
from Russia. 

“But there are more opportunities 
for young people today than when 
I arrived,” he said. “No boy need 
weep with Alexander because there 
are no more worlds to conquer.” 











cizing them for using KFWB facilities. 

Claude McCue, AFTRA executive 
secretary, said some disc jockeys named 
in the suit are not involved in the ne- 
gotiations over wages for KFWB news- 
casters, but joined the picket line to 
help their fellow staff members. 


WATE gets NLRB cease order 


WATE Knoxville, Tenn., was or- 
dered by the National Labor Relations 
Board Sept. 2 to cease upon request its 
alleged refusal to executive a written 
agreement reached with Local 760, In- 
ternational Brotherhood of Electrical 
Workers. If no such request is made 
by IBEW, WATE is directed to cease 
what was construed as refusal to bar- 
gain with the union and is ordered not 
to interfere with any employe or the 
union in collective bargaining. NLRB’s 
decision upheld an examiner’s recom- 
mendation. 
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Fm stereo pioneers find the going rough 
SETMAKERS WON'T BUY TIME, TWO OUTLETS COMPLAIN 


Fm stereo is facing storm warnings. 

Last week two stations which em- 
braced the new multiplex medium early 
in the summer indicated they are run- 
ning into trouble. 

= WUPY (FM) Boston indicated it 
is ready to give up the stereo ghost. 

= WKFM (FM) Chicago is prepar- 
ing to cut down the amount of time it 
devotes to stereo. 

Harvey Sheldon, president of WUPY, 
said he plans to cease stereo because 
fm set makers who have pledged un- 
dying loyalty to the stereo medium are 
buying newspaper space instead. 

Frank S. Kovas, WKFM, said he too 
is having trouble with stereo because 
timebuyers aren’t buying stereo time. 

Mr. Sheldon said WUPY spent $10,- 
000 tooling up and broadcasting stereo, 


using RCA equipment. The station has 
broadcast stereo 24 hours daily for over 
a month, he added. 

Mr. Kovas said WKFM had only 
one stereo manufacturer, Crosby Tele- 
tronics, sponsoring stereo time. He 
added that Bell Sound, Columbus, Ohio, 
indicated it plans to buy time. 

“We've had a lot of promises but 
very little money,” Mr. Kovas said. The 
station plans to curtail its four-hour 
daily stereo service during September 
unless sponsors appear. 

Next year, he said, the station plans 
to license manufacture of a new and 
revolutionary stereo system which he 
described as compatible with all exist- 
ing fm receivers. WKFM built its own 
stereo transmitting gear, obtaining FCC 
type approval. 
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Mutual and WINS New York 
celebrated the start of the station’s 
affiliation with the network last 
Monday (Aug. 28) with a party. 
The center of attraction was a five- 
tiered cake served to guests, includ- 
ing several hundred agency account 
executives and media buyers. Lining 
up for a serving of the “wedding” 
cake are (1 to r) Raymond Herzog, 


Cake eaters at the Mutual-WINS ‘wedding’ 


vice president of Minnesota Mining 
& Mfg. Co., MBS parent organiza- 
tion; Ted Steele, WINS general man- 
ager; Robert F. Hurleigh, Mutual 
president; Victor C. Diehm, owner 
of the Diehm radio stations and 
chairman of the Mutual Affiliates 
Advisory Committee and J. Elroy 
McCaw, president of Gotham 
Broadcasting Corp., owner of WINS. 
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this area includes five major 
Washington within its “A” contour, and KTNT: 


to all of this major market. 
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Before you buy television 
in the Pacific Northwest, 


consider this one basic fact: Only KTNT-TV in 
cities of Western 


ideally located to beam a clear 
TELEVISION man about dozens 







of all the 

TV stations 

in the Pacific 
Northwest 
only KTNT-TV 
includes all 

5 cities” in its 





“SEATTLE TACOMA EVERETT 
BREMERTON OLYMPIA 


‘ CHANNEL 11 


CBS for Seattle, Tacoma 
and Puget Sound area 


Studios in Seattie and Tacoma 
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Cowles makes stock 
available to public 


Cowles Magazines & Broadcasting 
Inc. filed with the Securities & Exchange 
Commission last week to offer 350,000 
shares of common stock for public sale 


on an all-or-none basis. Proceeds from 
the issue will be used in part to expand 
Cowles’ broadcasting and publishing 
holdings, the statement said. 

The company, which publishes Look 
magaine, owns KRNT-TM-TV Des 
Moines, Iowa. It also puts out a weekly 
newsletter, The Insider's Newsletter, 
and owns 93.2% of the Puerto Rico 
company publishing the English-lan- 
guage San Juan Star. 

Board Chairman and President Gard- 
ner Cowles owns 30.9% of the 2,300,- 
326 shares of common stock outstand- 
ing and The Des Moines Register & 
Tribune Co. owns 17.3%. 

Other publishing and radio-tv inter- 
ests held by the Cowles family are not 
owned by CM&B and are not included 
in the stock statement. 


Fetzer gives tower 
to National Music Camp 


A 450-foot radio-tv tower has been 
donated to the National Music Camp, 
Interlochen, Mich., by Fetzer Television 
Inc., operator of WWTV (TV) Cadil- 
lac, Mich. 

According to Dr. Joseph Maddy, 
president and founder of the camp, the 
tower would be erected to support the 
transmitting antenna of a new stereo fm 
educational radio station which will 
broadcast year-round. The camp op- 
erates only in the summer. 

Fetzer Television is a subsidiary of 
Fetzer Broadcasting Co. (WKZO-AM- 
TV Kalamazoo; WJEF-AM-FM Grand 


Rapids; WWTV [TV] Cadillac, all 
Michigan, and KOLN-TV Lincoln, 
Neb.). 


Tv code review unit 
interprets changes 


Two technical interpretations cover- 
ing the NAB Television Code language 
dealing with billboard announcements 
in prime time have been issued by the 
Tv Code Review Board. 

E. K. Hartenbower of KCMO-TV 
Kansas City, code board chairman, 
said the interpretations were made be- 
cause of inquiries about the board’s 
June 14 reclassification of billboards 
as commercials for computing allow- 
able time for commercial material, a 
reversal of past policy. 

The new classification is effective 
Oct. 29. Under “Time Standards for 
Advertising Copy,” the board made 
this clarifying statement “In prime time 
billboards as so defined shall be in- 
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The Connecticut Assn. of Broad- 
casters announced last week it had 
decided to “editorialize’—that is, 
make public the positions it takes— 
on major issues involving radio-tv. 
Putting the decision into effect im- 
mediately, CAB President Sydney E. 
Byrnes of WADS Ansonia an- 
nounced some of the organization’s 
recent stands. 

These included (1) a letter to 
NAB President LeRoy Collins ex- 
pressing “concern” over FCC’s pro- 





Letting the public know, too 


posed changes in application forms 
and logging requirements, and re- 
questing that CAB be represented at 
forthcoming sessions between FCC 
and industry representatives; (2) 
another letter to Gov. Collins express- 
ing “surprise” at learning through 
business publications that NAB was 
abandoning the Voice of Democracy 
contests, and reporting that Con- 
necticut broadcasters intend to pro- 
ceed with a new state-wide contest 
along similar lines; (3) a letter to 


Rep. Oren Harris (D-Ark.), chair- 
man of the House Commerce Com- 
mittee, supporting Gov. Collins’ posi- 
tion on Rep. Harris’ bill to reor- 
ganize the FCC (HR-7333); and 
(4) endorsement of a similar and 
yet somewhat different Senate bill 
(S-2034) to reorganize FCC. The 
Senate bill has been passed by both 
Houses of Congress and has been 
sent to the White House for Presi- 
dent Kennedy’s signature, which 
would make it law. 








cluded in the four minutes allocated 
to non-program material within a pro- 
gram.” The language of paragraph 8, 
defining billboards, was construed to 
mean “all segments of the broadcast 
day.” 

The board also clarified language 
covering programs of less than a half- 
hour as follows: “In prime time, as de- 
fined in the above-described amend- 
ments, programs of less than one half- 
hour shall be considered to be a part 
of the half-hour period and may share 
the four-minute non-program material 
allocation. Thus, two quarter-hour 
programs would have two minutes each 
of non-program material. One station 
break between programs as described 
in the amendment shall be permissible 
within the half-hour period.” 


Media notes... 


New agency = WHLO Akron-Canton, 
Ohio, has appointed Taylor-Jessop, 
Akron, as its advertising agency. 


NBC wins laurels = The National Ur- 
ban League will honor NBC Radio 
with a citation for its Image Minorities 
series today (Sept. 4) at the league’s 
conference in Dayton, Ohio. Albert L. 
Capstaff, vice president, radio network 
programs, under whose supervision the 
series was developed, will accept the 
citation. The four-week series dealing 
with the history, problems and ambi- 
tions of minority groups in America, 
was broadcast on NBC Radio during 
the summer of 1959. 


New location = Jack Masla & Co. Inc., 
N. Y., station rep, has moved to 575 
Madison Ave. New phone number is 
Plaza 2-6450. 


MBS affiliates = Four radio stations 
are scheduled to join MBS today (Sept. 
4). They are WAUX Waukesha, Wis., 
WFMF Flint, WKHM Jackson and 
WJAN Ishpeming, all in Michigan. 
WKMEF is owned by Knorr Broadcast- 
ing Corp. and WKHM by a Knorr 
subsidiary, Jackson Broadcasting & Tv 
Corp. WAUX is co-owned by Mig 
Figi and Charles E. Williams. WJAN 
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is owned and operated by Tri-City 
Broadcaster Inc. 


Goodwill contribution = Travelers 
Broadcasting Service Corp., WTIC-AM- 
FM-TV Hartford, Conn., has made a 
$30,000 gift to the Connecticut Educa- 
tional Television Corp. In informing 
the etv organization of the contribution, 
WTIC also offered to discuss the pos- 
sible location of transmitter facilities 
for Hartford’s new educational station 
on property owned by WTIC. 


Bowling lanes = WIVN (TV) Colum- 
bus, Ohio, has started construction of a 


two-lane bowling facility complete with 
studio audience seating. The project 
is expected to be completed this 
month. The station will begin tele- 
casting local bowling events this fall. 


Award # Cecil Harrell, prominent New 
Mexico farm reporter, and KOB Albu- 
querque, N. M., were presented with 
service citations by the New Mexico 
Cattle Growers Assn. and the New 
Mexico Wool Growers Inc. for “service 
to the livestock industry by someone 
not directly in the industry.” Mr. Har- 
rell conducts a daily farm program on 
KOB. 
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(embracing industrial, progressive North Louisiana, South Arkansas, 


West Mississippi) 


JUST LOOK AT THIS MARKET DATA 


Population 
Households 
Consumer Spendable Income 
$1,761,169,000 
$ 300,486,000 


1,520,100 
423,600 


Food Sales 


Drug Sales $ 40,355,000 
Automotive Sales $ 299,539,000 
General Merchandise $ 148,789,000 
Total Retail Sales $1,286,255,000 


KNOE-TV AVERAGES 71.7% SHARE OF AUDIENCE 
According to March, 1961 ARB we average 71.7% share of audience from 
9 a.m. to midnight, 7 days a week in Monroe metropolitan trade area. 


KNOE-TYV 


Channel 8 


Monroe, Louisiana 


The only commercial TV station licensed to 
Monroe. | 


CBS e ABC 
A James A. Noe Station 
Represented by 
H-R Television, Inc. 


Photo: Dixie Chemical Division, Commercial Solvents Corporation, manufacturers of agricultural, 


industrial chemicals and anti-freeze. 











SAN JUAN BUY 


Columbia Pictures 
expanding tv holdings 


Columbia Pictures Corp. is ready to 
take its second step into tv station 
ownership it became known last week 
when it was reported that its subsidiary, 
Screens Gems Inc., New York, had 
just about completed negotiations to 
purchase WAPA-TV San Juan, P. R., 
for $1.8 million. 

Formal announcement of the trans- 
action was expected soon, after lawyers 
approved the contract terms. 

The purchase includes a one-third 
ownership in WOLE-TV Aguadilla, 
P. R. 

Columbia’s station ownership ex- 
pansion is said to be connected with 
the Screen Gems’ plans to broaden its 
production facilities in foreign coun- 
tries. The tv program syndicate firm 
recently completed arrangements to 
produce programs in Canada and is ex- 
pected to utilize WAPA-TV studios to 
create programs for the Latin American 
market. 

The negotiations’ handled by R. C. 
Crisler & Co., have been conducted 
with the Winston-Salem Broadcasting 
Co. and the Goar Mestre family. Win- 
ston-Salem owns 80% and the Mestres 
20% of WAPA-TV. Winston-Salem is 


the licensee of WTOB and now dark 
WTOB-TV in that North Carolina city 
and also is an applicant for ch. 8 there 
(It owns WSGN and holds a permit for 
ch. 42 in Birmingham, and KTHT 
Houston. It also owns 3344% of 
WOLE-TV. This interest is included in 
the Screen Gems transaction. 

Columbia Pictures owns KCPX-AM- 
TV Salt Lake City, Utah, which it 
bought from Time-Life in 1959 for $3.1 
million. 

Norman Louvau, vice president and 
general manager of the Salt Lake sta- 
tions, is slated to become general man- 
ager of the Puerto Rico tv outlets once 
the formal takeover is accomplished, 
following FCC approval. 

WAPA-TV began operating in 1954 
on ch. 4. Winston-Salem interests 
bought their 80% interest in 1957 for 
$360,000. WOLE-TV on ch. 12 went 
on the air last year. 


Changing hands 


ANNOUNCED = The following station 
sales were reported last week subject to 
FCC. approval: 

s WAPA-TV San Juan, P. R.: Nego- 
tiations near completion for sale by 
Winston-Salem Broadcasting Co. and 
Goar Mestre family to Columbia Pic- 
tures’ subsidiary Screen Gems Inc., New 
York tv program syndication firm, for 





only serious 
buyers will learn 
your identity 


We do not send out lists, Every sale is handled on 

an individual basis. You are revealed only to serious, 
financially responsible buyers. You avoid the risks of 
selling without our deep knowledge of markets 

. .. and are further protected by our 


reputation for reliability! 


BLACKBURN & Company, Inc. 
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Radio holds lead 


Radio’s daily audience has ex- 
ceeded tv’s for the seventh 
straight week, according to Sind- 
linger and Co. surveys as reported 
last week by the Radio Advertising 
Bureau. Sindlinger research 
shows that for the week ended 
Aug. 11, radio out-pulled tv by 
more than six million people, 93,- 
585,000 to 87,380,000. Radio’s 
most popular time during the 
seven-week period, from June 30 
through August 11, was the week 
of July 7 when it won an audi- 
ence of more than 96 million, 
compared to tv’s 86.4 million 
viewers, RAB reported. 











$1.8 million. Transaction includes one- 
third interest in WOLE-TV Aguadilla. 
See separate story, this page. 


= KWBA Baytown, Tex.: Sold by De- 
Witt Landis, C. O. Kendrick and David 
Worley to John H. Hicks Jr. and Ed- 
ward L. Francis for $200,000. Messrs. 
Hicks and Francis own KOLE Port 
Arthur and WTAW Bryan-College Sta- 
tion, both Texas. Upon FCC approval, 
George Breeding, formerly with KOLE 
Port Arthur, will become vice president 
and general manager of KWBA. The 
Baytown station is on 1360 kc with 
1 kw fulltime. 


WFTL study classifies 
audience by occupations 


A technique to determine radio audi- 
ence composition, developed by Walt 
Dunn, president of WFTL Fort Lauder- 
dale, Fla., employs write-in contests 
coupled with real estate and city direc- 
tory information. 

The contest respondents supply their 
names and addresses. The contest pro- 
motion is designed to reach a typical 
cross-section of the audience. The 
homes of respondents are checked 
against the records of the local board of 
realtors, for classification into four 
brackets of home values. From the city 
directory and real estate information, 
WFTL classifies the audience by occu- 
pations. For example, the 24-hour audi- 
ence composition was found to be execu- 
tive-proprietor 26%, white collar 51%, 
blue collar 16% and service 7%. 

“An advantage of this method is the 
completely random sampling of listeners 
through the coverage area,” Mr. Dunn 
said. “The occupational study made with 
the city directory was under the pre- 
sumption the Fort Lauderdale residents 
responding to the contest would be typi- 
cal of the metropolitan area. With varia- 
tions the method can be used by any 
station to determine who its listeners are 
and what they prefer in programming.” 
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KTTV (TV) covers 


anti-communist rally 


KTTV (TV) Los Angeles pre-empted 
its prime time programming four nights 
last week to present complete cover- 
age of the evening sessions of the South- 
ern California School of Anti-Commu- 
nism from the Los Angeles Memorial 
Sports Arena. More than 11 hours of 
key night programming gave way to the 
Monday-through-Thursday telecasts. 

The series was sponsored by the 
Richfield Oil Corp. as a public service 
(through Hixson & Jorgensen). No 
“sell” commercials were presented. 

KTTV reported its switchboard was 
swamped with calls through the week. 
Of the 600 daily calls, only 13 to 15 
objected to the telecasts, most disap- 
proving the cancellation of favorite 
shows, KTTV said, although a few ac- 
cused the telecasts of being “fascist” 
inspired. : 

The series received thorough press 
coverage and Mayor Samuel Yorty con- 
gratulated the station. The Los Angeles 
city council commended KTTV and 
Richfield. 


Sponsored by a committee of 3,000 
leading Southern California citizens, the 
week-long anti-communism school was 
the largest single demonstration of an- 
ti-communism ever held in the area, 
KTTV reported. 

KTTV also made last-minute ar- 
rangements for the appearance of Rep. 
Walter Judd (R-Minn.) by large-screen 
closed circuit television. Rep. Judd, 
scheduled as the featured speaker Thurs- 
day night, was detained in the capital. 
KTTV arranged with WMAL-TV Wash- 
ington to originate a special pickup of 
Rep. Judd which was fed over ABC-TV 
lines to the Los Angeles arena. 


New rep firm in Boston 


New England Spot Sales and George 
C. Bingham, formerly of the Boston 
office of Walker-Rawalt Co., last week 
announced the formation of a new sta- 
tion representative firm, retaining the 
name New England Spot Sales. 

In the new operation, Mr. Bingham 
becomes president and Charles Bell Jr., 
with the previous firm is appointed vice 
president. The new firm will continue 
to service the properties previously rep- 
resented by the individual firms. 


The rep will make its headquarters at 
100 Boylston St., Boston. Telephones: 
Hubbard 2-4370 and Hancock 6-2920. 


WTVI (TV) to start Sept. 10 


WTVI (TV) (ch. 19) Fort Pierce, 
Fla., is scheduled to begin operating 
Sunday (Sept. 10). It is owned by At- 
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ABC’s six owned-and-operated ra- 
dio stations last week were presented 
a special citation from the Surgeon 
General of the U.S. Public Health 
Service, Dr. Luther L. Terry (right), 
for the stations’ summer campaign 
aimed at eliminating paralytic polio 
by encouraging vaccination. Stephen 








Thanks from Surgeon General 


C. Riddleberger, vice president for 
ABC o&o stations, accepted the 
award in Washington last Wednesday 
(Aug. 30). ABC’s owned and oper- - 
ated stations are: WABC New York, 
WLS Chicago, KQV Pittsburgh, 
KABC Los Angeles, WXYZ Detroit 
and KGO San Francisco. 








lantic Broadcasting Co. (Theodore M. 
Nelson, president) and will be repre- 


sented nationally by Bolling Co., New 
York. 














EXCEPTIONAL QUALITY BUYS 

















H&L Exclusive. 





LOUISIANA—Daytime radio station grossing approxi- 
mately $75,000.00 annually. 
buyer for $100,000.00 on basis of $30,000.00 down and 
balance out over eight years. Another H&L Exclusive. 


WEST—Profitable major market daytimer with good gross 
sales and cash flow record. This facility has superior 
fixed assets and services beautiful, growing marketing 
area. Priced at $350,000.00 on long terms. Another 














Available to qualified 











WASHINGTON, D.C. CHICAGO 

Ray V. Hamilton Richard A. Shaheen 

John D. Stebbins Tribune Tower 

1737 DeSales St., N.W. DElaware 7-2754 
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DALLAS SAN FRANCISCO 
Dewitt Landis John F. Hardesty 
1511 Bryan St. Don Searle 
Riverside 8-1175 111 Sutter St. 

Joe A. Oswald EXbrook 2-5671 
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‘International Hour’ was success—Jones 
CBS-OWNED OUTLETS CONTINUE SERIES NEXT YEAR 


An experiment in programming tv 
shows produced overseas as a showcase 
series in this country apparently has 
proved itself to. the five tv stations 
owned by CBS. 

This past summer—starting in New 
York on WCBS-TV June 14, and on 
other dates in other cities—the /nter- 
national Hour (running for a period of 
12 weeks) highlighted specially selected 
foreign programs for daytime viewing. 

Merle S. Jones, president of the CBS 
Television Stations Division, last week 
said the program series appears to be 
successful and will continue next sum- 
mer. 

At one time, all five of the CBS-TV 
stations—WCBS-TV, KNXT (TV) Los 
Angeles, WCAU-TV Philadelphia, 
WBBM-TV Chicago and KMOX-TV 
St. Louis—telecast one of the programs 
in prime time, pre-empting the net- 
work’s Gunslinger at 9-10 p.m. The 
episode was the taped “Sir Thomas 
Beecham Presents Lollipops,” initially 
set by most of the stations for a Sun- 
day daytime hour. 

The shift to prime time was made 
to assure the program a “wider view- 
ing audience.” 

Shows Continue = Mr. Jones (who 
appeared on tv at both the beginning 
and end of the series) revealed that 
CBS stations have discussed carrying 
an International Hour festival block 
of 4-5 hours in a single day or at night 
(perhaps overlapping from the after- 
noon into early non-prime-time evening 
periods). The festival would feature 
new programs on the stations before 
the start of the fal season. 

In the meantime, the CBS stations 
division is looking ahead to the time 
when an hour may be set aside weekly 
on a year-round basis for foreign tv 


| 





programming. For this, however, the 
stations would need to set up a system 
on a really international basis: programs 
released from foreign countries would 
be shown on the stations, and the divi- 
sion would act as a clearing house, bi- 
cycling the shows to the various coun- 
tries participating. 

As it is established now, the Hour is 
part of an exchange program. Each of 
the contributing countries in return for 
its participation was provided with The 
American Musical Theatre produced 
at WCBS-TV in New York. 

Among the contributions this year: 
three programs from the Canadian 
Broadcasting Corp.: “Pineapple Poll,” 
a ballet performed by the National Bal- 
let of Canada, the Beecham program, 
and “Music in the Walls,” an original 
tv drama; a one-hour original tv drama, 
“Outpost,” from the Australian Broad- 
casting Commission; a one-hour presen- 
tation featuring the NHK Symphony 
Orchestra from NHK (Japanese gov- 
ernment broadcasting firm); a murder 
mystery and another play from Asso- 
ciated Rediffusion (England), and vari- 
ous programs from Sweden, Denmark 
and Mexico. 

Overseas Soundings ® The idea of the 
new one-hour show originated from 
talks between Mr. Jones and overseas 
broadcast executives during the form- 
er’s trip abroad last November. (At that 
time, he asked Australians whether they 
would be interested in receiving a pro- 
gram series such as Musical Theatre, 
and received an enthusiastic “yes’’). 

As for International Hour, Mr. 
Jones notes that both the Dept. of State 
and the U. S. Information Agency feel 
the series promotes international un- 
derstanding and good will. 

And while the series certainly is not 
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among the top-rating shows on the 
stations, it is arousing sharp interest 
ad building certain audience segments, 
Mr. Jones said. As for the eventual out- 
come of the international exchange pro- 
gramming, Mr. Jones looks hopefully 
toward the time when the programs 
can be sponsored—thus assuring them 
stability on the airwaves in this country. 


Storer unit acquires 
‘Men of Destiny’ series 


Storer Programs Inc., Storer Broad- 
casting Co.’s newly formed program 
distributing and producing subsidiary, 
has acquired sole ownership and distri- 
bution rights to Men of Destiny, a tv 
series held by Pathe News, producer of 
the series, and Windsor Productions of 
New York. The series has never been 
shown on television. 

The series on the lives and times of 
outstanding personalities who helped 
shape political, cultural, social, military 
and scientific patterns of the world to- 
day will be made available to stations on 
an exclusive city-by-city basis and may 
be purchased as a library item as well 
as a program-by-program series. 

Men of Destiny features Bob Con- 
sidine as program host. Among the 
130 famous people whose careers are 
described are former President Eisen- 
hower, Nikita Khrushchev, Adolph Hit- 
ler, Babe Ruth, Charles Lindbergh, 
Charles De Gaulle, Theodore Roosevelt, 
Ty Cobb and Lou Gehrig. 

Storer Programs also owns and dis- 
tributes the tv series titled Divorce Court. 


NTA announces exchange 
of $1 million in notes 


National Telefilm Assoc. New York, 
announced last week that the 750 hold- 
ers of approximately $1.4 million out- 
standing 6% sinking fund subordinated 
notes of NTA are now being offered 
an opportunity to exchange up to $1 
million of the old notes for equal 
amounts of a new issue of 642 % notes. 
The exchange of notes will be con- 
ducted through Sept. 14 by the corpor- 
ate trust division of Bankers Trust Co.. 
New York. 

Leonard Davis, NTA chairman, said 
the new notes, unlike the old ones, may 
be converted to NTA common stock 
at the rate of $2.50 for each share of 
stock in exchange for each note. The 
new notes also are senior to $4,628,747 
of notes due Aug. 1, 1975, which were 
issued by NTA to National Theatres & 
Television Inc., largest shareholder in 
NTA. The old notes are subordinate 
to NTA’s indebtedness to NT&T. 
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NCAA games to run 
Sept. 16 to Dec. 2 


National Collegiaté Athletic Assn. 
football telecasts will begin Saturday, 
Sept. 16, on ABC-TV. Ending Dec. 
2, the 13 telecast dates involve 35 col- 
leges in a total of 23 games. On eight 
of the dates, one game will be pre- 
sented nationally and on five Satur- 
days three games will be aired regional- 
ly—an increase of one regional date 
over last year. 

Sponsors for the 1961 NCAA tv 
schedule are Gillette Safety Razor Co., 
through Maxon Inc.; Humble Oil & 
Refining Co., represened by McCann- 
Erickson Inc., and R. J. Reynolds 'To- 
bacco Co., via William Esty Co. 


The complete schedule follows: 

Sept. 16—Pittsburgh at Miami 

Sept. 23—Arkansas vs. Mississippi at 
Jackson, Miss. 

Sept. 30—Oklahoma at Notre Dame 

Oct. 7—Iowa at Southern California 

(If San Francisco Giants are in the 
World Series, another game will be se- 
lected for telecasting) 

Oct. 14—NMichigan State at Michigan 

Oct. 21—Syracuse at Penn State; 
Tennessee at Alabama; So. California 
at California. 

Oct. 28—Ohio State at Wisconsin 

Nov. 4—Dartmouth at Yale; Michi- 
gan State at Minnesota; Missouri at 
Colorado. 

Nov. 11—Minnesota at Iowa; LSU 
at North Carolina; Wyoming at New 
Mexico. 

Nov. 18—Oklahoma vs. Army at 
New York City; Illinois at Wisconsin; 
North Carolina at Duke. 

Nov. 23—Texas at Texas A&M 

Nov. 25—Syracuse at Boston Col- 
lege; Ohio State at Michigan; Washing- 
ton State at Washington. 

Dec. 2—Navy vs. Army at Phil- 
adelphia. 


‘Planet Earth’ series 
taken by seven stations 


The National Academy of Sciences, 
Washington, announced last week the 
availability of Planet Earth, a series of 
13 films dealing with man’s physical 
environments from the core of the earth 
to cosmic space. 

Already seven  stations—KNXT 
(TV) Los Angeles, WCAU-TV Phila- 
delphia, WMAL-TV Washing- 
ton, WHDH-TV Boston, KMOX-TV 
St. Louis, KPRC-TV Houston, WBEN- 
TV Buffalo—are showing or have made 
definite committments for its showing. 
Cost for the series varies according to 
the market. Paul Kramer, National 
Academy, who is in charge of its dis- 
tribution, said that a major market 
station could secure the series for about 
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$4,500. A plan is being worked out 
for smaller stations to obtain it on a 
rental basis. 

The film is 27 minutes in length and 
is available either in color or black and 
white. 

More information concerning Plan- 
et Earth is available by writing to Paul 
Kramer, National Academy of Sciences, 
2101 Constitution Ave., Washington, 
D.C. Telephone: Executive 3-8100. 


20th-Fox dividend 
comes from studio sale 


Thanks to income from the sale of 
some studio property, Twentieth Cen- 
tury-Fox Film Corp. stockholders still 
have something to smile about. 

The motion picture and tv film 
maker reported last week a substantial 
decline in operating income (due to 
unprofitable production activities), al- 
though its net income was higher than 
during a like period last year. Fox’s 
operating income. was $12,326 for the 
first six months of 1961, as compared 
to $2,628,576 during the first half of 
1960. A $25.7 million sale of studio 
property saved company stockholders 
from a completely dividendless period. 
As it was, Fox announced that for the 
first time it’s switching to a 2% semi- 
annual stock dividend, payable in 
March and September, rather than the 
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policy of 40-cent quarterly cash pay- 
ments on common shares in effect since 
1954. The new policy will remain un- 
til production income increases, author- 
ities said. 


Jayark files to offer 
$432,500 stock issue 


Jayark Films Corp., New York, is 
seeking public funds to finance the pro- 
duction of two tv series, Hollywood 
Hist-O-Rama (a series featuring short 
clips from famous movies) and Laurel 
& Hardy (cartoon versions of the movie 
team’s adventures). 

The company last week filed at the 
Securities & Exchange Commission a 
plan to offer 72,000 shares of common 
stock, 22,000 shares being sold by the 
present holders. Jayark estimates the 
issue will bring in $432,500 to finance 
the series. 

Jayark, which finances but does not 
produce tv series, is primarily engaged 
in distributing tv series and motion pic- 
tures in the U. S. and abroad. In its 
SEC filing, Jayark claims that one or 
more of its series were on television in 
each of 168 markets during August. 
In addition to Bozo the Clown and 
Cartoon Storybook series, Jayark leases 
57 movies—SO post-1950 features and 
7 pre-1950. 

Jayark’s recent growth is reflected in 
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its most recent financial statement: net 
profit for the year ended May 31, 1961, 
was $175,252 (60 cents per share) 
against $77,852 (27 cents per share) for 
the comparable 1960 period. Film ren- 
tals for 1961 were $1,175,632 com- 
pared with $1,105,212 for 1960 and 
gross profit was $737,935 in 1961 and 
$565,539 in 1960. 

The company’s capitalization is ap- 
proximately $2 million. There are 290,- 
000 shares of common stock outstand- 
ing, of which President Reuben R. 
Kaufman and his wife own 219,125 
shares. The Kaufmans are selling 14,- 
500 of their shares in the current issue. 

Mr. Kaufman drew an annual salary 
of $31,200 in 1961; under his contract 
this sum increased to $41,600 Sept. 1 
and goes to $52,000 Aug. 31, 1965. 


CBS-TV sets new Webb series 


Jack Webb and Mike Meshekoff, 
partners in the tv Dragnet series, for 
which they filmed 175 segments, have 
signed a co-production deal with CBS- 
TV for their Mark VII Production Co. 
to produce a new hour-long anthology 
series, True, to be based on stories from 
True magazine. 

The pilot will be produced in No- 
vember at Republic Studios where Mark 
VII is headquartered. Mr. Webb will be 
star and director and will narrate and 
Mr. Meshekoff will be producer. 











TvQ’s top ten for August by market size 
Total Over  500,000- Urban 
Aud 2,000- 2,000, 50,000- less than 
ence 000 000 499,999 50,000 Rural 
Rank Program Tva* Tva* Tva* Tva* Tva* Tva* 
1 Bonanza (NBC) 50 41 52 56 55 54 
2 Real McCoys (ABC) 45 37 45 52 48 48 
3 My Three Sons (ABC) 43 41 47 - 50 39 39 
4 Gunsmoke (CBS) 42 34 40 45 40 51 
4 Wagon Train (NBC) 42 37 36 43 44 52 
6 ‘Flintstones (ABC) 41 41 44 45 36 40 
7 Perry Mason (CBS) 40 37 43 37 40 43 
8 Rawhide (CBS) 38 29 37 37 42 46 
9 Route 66 (CBS) 37 32 40 37 39 40 
10 Candid Camera (CBS) 35 32 40 38 35 34 
10 CBS Reports (CBS) 35 29 41 35 41 33 
10 Checkmate (CBS) 35 31 44 39 32 30 
10 Father Knows Best(CBS) 35 35 34 41 35 33 
10 Rifleman (ABC) 35 30 33 37 33 41 
10 Robert Taylor-Det. (ABC) 35 35 37 36 36 30 
10 ‘Thriller (NBC) 35 36 37 38 32 31 
10 Untouchables (NBC) 35 35 36 35 33 32 
10 Disney Presents (ABC) 35 32 36 38 33 36 
*Percentage of viewers familiar with a show who consider it “one of my favorites.” 








FOUR STAR ENTERS SYNDICATION, LIVE 


Buys ‘McCoy,’ ‘Daddy’ rights, signs deal for live tv 


Four Star Television, a major pro- 
ducer of tv network first-run film series, 
is expanding into syndication and live 
programming. In two moves last week, 
the Hollywood company purchased the 
outstanding stock of Marterto Produc- 
tions Inc., owned by Danny Thomas and 





his wife, and formed an association with 
Merrill Heatter and Robert Quigley to 
create, and produce live tv shows. 


The Marterto stock purchase for 
“well in excess of $1 million,” includes 
the 90 half-hour films of the Danny 
Thomas show, Make Room for Daddy 
(ABC-TV and CBS-TV) and less than 
50% production interest in future epi- 
sodes of The Real McCoys (ABC-TV) 
and in the 146 half-hour films of the 
comedy series already shown. There is 
no indication Four Star will have any 
rights to future episodes of the Danny 
Thomas program. Neither will the com- 
pany have any interest in the Danny 
Thomas-owned Marterto Enterprises 
which controls The Andy Griffith Show 
(CBS-TV) and two new fall entries, 
The Joey Bishop Show (NBC-TV) and 
The Dick Van Dyke Show (CBS-TV). 


Four Star currently is forming its 
own sales staff to handle the sale or 
syndication of its stockpile of McCoys 
and Daddy films. The production com- 
pany also has a substantial backlog of 
its former network programs, which 
could conceivably be put into syndica- 
tion. 


Four Star’s move into live tv produc- 
tion ensued from its acquisition of 
Heatter Quigley Enterprises and Heatter 
Quigley Productions Inc., New York. 
Mr. Heatter and Mr. Quigley currently 
are responsible for two live CBS-TV af- 
ternoon game shows, Video Village and 
Double Exposure. On Sept. 30 a chil- 
dren’s version of the former—Video 
Village Jr—becomes a Saturday entry 
on CBS-TV. Messrs. Quigley and 
Heatter will be based at Four Star’s 
Hollywood offices and will create taped 


BROADCASTING, September 4, 1961 
























and live programs for both daytime and 
nighttime scheduling. 

Four Star President Dick Powell and 
Executive Vice President Thomas J. 
McDermott said the moves are part of 
the production company’s diversifica- 
tion plans which will extend into all 
areas of tv programming. Besides the 
Danny Thomas program and The Real 
McCoys, Four Star will have six film 
series on network tv this coming sea- 
son. They are: The Dick Powell Show 
{NBC-TV), Captain of Detectives 
({NBC-TV), Mrs. G. Goes to College 
(CBS-TV), The Rifleman (ABC-TV), 
Rawhide (CBS-TV), and Target: the 
Corrupters (ABC-TV). 


Film sales... 


Films of the 50’s Vol. II (Seven Arts 
Associated): Sold to WTVJ (TV) Mi- 
ami; WLOS-TV Asheville, NC., and 
WWL-TV New Orleans. Now in 43 
markets. 


191 Looney Tune Cartoons (Seven Arts 
Associated) : Sold to KBAK-TV Bakers- 
field, Calif., and KCPX-TV Salt Lake 
City, Utah. Now in 11 markets. 


The Beachcomber (Filmaster): Sold to 
WTOP-TV Washington, D.C.; WJXT 
(TV) Jacksonville, Fla.; WLWT (TV) 
Cincinnati; WIWC (TV) Columbus; 
KLZ-TV Denver; WFBM-TV Indian- 
apoliss WRCV-TV Philadelphia; 
WAGA-TV Atlantia; KXTV (TV) Sac- 
ramento, and WBAL-TV Baltimore. 
Now in 107 markets. 


Program notes... 


Office switch = Film Producers’ Assn. 
of New York has moved its offices to 
165 W. 46th St., zone 36. New phone is 
Circle 5-2545, 


All about presidents = Portrait of a 
President, a series of 15-minute radio in- 
terviews with foreign heads of state, is 
being taped by International Broadcast- 
ing System, N.Y., for U.S. syndication. 
IBS said stations in 25 markets have 
agreed to carry the package, which is 
being offered for sponsorship as public 
relations promotion to companies doing 
business in the countries represented. 


Extend production = The British Broad- 
casting Co. has announced that it will 
film another 39 episodes of The Third 
Man, adventure series syndicated in the 
U.S. by NTA. Budweiser Beer, spon- 
sor of the show in about 150 markets, 
will also sponsor the new films. 


Radio rights acquired = Al Petker/ 
Personality Scope Co., Beverly Hills, 
Calif., has acquired world-wide radio 
rights to Ripley’s Believe It or Not from 
Ripley Enterprises, New York, and will 
start production within the next couple 
of weeks with the five-minute, five day 
per week recorded show. Art Baker will 
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narrate. Believe It or Not will be pro- 
duced as the fifth in the Petker Celeb- 
rity Five series. 


Dividend = Trans-Lux Corp., N.Y., has 
declared a 10 cent per share regular 
quarterly dividend to be paid Sept. 29 
to stockholders of record as of Sept. 15. 


Travel films = A series of 26 black and 
white travel films designed for television 
has been released by Peak Productions 
Ltd., Phoenix, Ariz. The series, en- 
titled, Faraway Places, features out- 
standing scenic films of more than 50 
foreign countries. Distribution is being 
handled by the Danley Distributing 
Co., that city. 


A Look At America = “The Plight of 
Pepito,” an episode portraying the 
problems of the Cuban exiles in south 
Florida recently shown on FYI Report 
on WTVJ (TV) Miami, has been 
selected for showing on WITG (TV) 
Washington’s A Look At America 
series. The WTTG series features out- 
standing public affair programs pro- 
duced by various U. S. tv stations. 
(BROADCASTING, May 29). 


Firm founded = Actor Jack Lemmon 
has joined forces with producer-direc- 
tors Blake Edwards and Richard Quine 
and talent executive Max Arnow in 
the formation of Artists & Production 
Associates to produce motion pictures 
and television shows. The new firm 
will headquarter at 650 N. Bronson 
Ave., Los Angeles. Telephone: Holly- 
wood 6-3111. 


Expansion = Don Howard Personnel 
Inc., New York, has opened a new 
branch at 274 Madison Ave., with one 
department dealing exclusively in radio- 
tv executive and personnel placement. 
The department is under Bill Ashworth, 
formerly with United Artists Associated 
and Storer Broadcasting Co. and before 
that with WDVA Danville and WSLS 
Roanoke, both Virginia. The branch 
will include specialists in advertising, 
publishing, travel and industrial sales 
placements as well as all areas of radio- 
tv broadcasting, selling, production and 
distribution. Telephone: Lexington 
2-8300. 


NORAD visit = ABC News’ Issues & 
Answers will take its cameras into the 
nerve center of NORAD (North Ameri- 
can Air Defense Command) for a spe- 
cial documentary report on Sun., Sept. 
10 (ABC-TV, 3-3:30 p.m. EDT; ABC 
Radio, 8:30-855 p.m.). 


Password is ... = Password, a new 
daytime game program testing guest 
celebrities and members of the audience 
on their word skill, makes its debut on 
CBS-TV Mon., Oct. 2 (Mon.-Fri., 2-2:30 
p.m. EDT). Host will be Allen Ludden. 





Here are the next 10 days of network 
color shows (all times are EDT). 
NBC-TV: 

Sept. 4-8, -— 13 (10:30-11 a.m.) Play 
Your Hunch, p. 

Sept. 4-8, ae 13 (11-11:30 a.m.) The 
Price Is Right, p 

Sept. 4-8, 11- a (12:30-12:55 p.m.) It 
Could Be You, p 

Sept. 4-8, 11- ac (2-2:30 p.m.) The Jan 
Murray Show, part. 

Sept. 4-8, tL13 (11:15 p.m.-1 a.m.) 
The Jack Paar Show, part. 

Sept. 4, 11 (9:30-10 p.m.) Concentra- 
tion, P. Lorillard through Lennen & 
Newell. 

Sept. 6, 13 (8:30-9 p.m.) The Price Is 
Right, Lever through Ogilvy, Benson & 
Mather, Speidel through Norman Craig 
& Kummel. 

Sept. 5 (10-11 p.m.) The Margaret 
Bourke-White Story, Purex through Ed- 
ward ‘we 

Sept. 6, 13 (10-10:30 p.m.) It Could 
Be You, Procter & Gamble through Ben- 
ton & Bowles. 

Sept. 7 (9:30-10 p.m.) Great Ghost 
Tales, Ford through J. Walter Thompson. 

Sept. 8 (8:30-9 = Five Star Jubilee, 
rye Ferguson through Needham, Louis 

Bro 

Sept. 9 (9:30-10 a.m.) Pip The Piper, 
General Mills through Dancer-Fitzgerald- 
Sample. 

Sent 9 (10-10:30 a.m.) The Shari Lewis 
Show, Nabisco through Kenyon & Eck- 
hardt. 

Sept. 9 (10:30-11 a.m.) King Leonardo 
and His Short Subjects, General Mills 
through Dancer-Fitzgerald-Sample. 

Sept. 9 (7:30-8:30 p.m.) Bonanza, RCA 
through J. Walter Thompson. 

Sept. 9 (5:30-7 p.m.) & am Singles 
Tennis “championships, N 

Sept. 10 (5:30-7 peo} National Singles 
Tennis Championships, N. 

Sept. 10 (7-8 p.m.) The Shirley hg 
— Nabisco through Kenyon & Eck- 

ar 

Sept. 10 (9-10 p.m.) The NBC Mystery 
a Dumas-Milner through Gordon 

es 











Screen Gems, DHB sign 
to produce tv series 


Screen Gems Inc., New York, an- 
nounces a co-production arrangement 
with DHB Inc., New York, a new pro- 
gram comedy tv series employing an 
animation process created by DHB. 

An SG spokesman said DHB has 
perfected a process called Tri-Cinema- 
tion by which life-like dolls can be 
made to move—on film—like human 
beings, down to precise details. DHB 
will make the dolls and handle the 
physical filming of the program. The 
details will be announced later. 

Screen Gems also plans to use Tri- 
Cinemation for information and educa- 
tional programs. SG has been active 
in animated programming for tv since 
an agreement with Hanna-Barbera Pro- 
ductions in 1957. 

DHB Inc. is headed by Christos Di- 
atsintos, Albert Hecht and Robert 
Brahm. 





Big color tv rise 
seen by RCA’s Burns 


A prediction that the color television 
industry will reach $200 million in reve- 
nue in 1962 was made by John L. 
Burns, RCA president, last Wednesday 
(Aug. 30). 

Mr. Burns, who spoke at a dinner 
given in his honor by RCA dealers in 
Los Angeles, said this total, which in- 
cludes set sales, servicing and broadcast 
revenues, should rise to $4.3 billion by 
1970. He added that the anticipated 
$3.2 billion volume of black-and-white 
business by 1970 means “a total industry 
figure amounting to $7.5 billion.” 

For many dealers and distributors, he 
said, color has overtaken and topped the 
dollar volume for black-and-white. He 
said color tv in 1960 reached more than 
$100 million, a level attained in six 
years. 

Speaking on the same program, W. 
Walter Watts, RCA group executive vice 
president and president and board chair- 
man of the RCA Sales Corp., told deal- 
ers they have three advantages in selling 
color tv receivers this fall: “a proven, 
highly reliable receiver; a real, hard- 
hitting advertising and promotion cam- 
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paign and a greatly expanded color 
schedule.” 

Don Durgin, NBC vice president for 
television sales, outlined the television 
network’s color plans for the 1961-62 
season. He said NBC-TV will program 
more than 40 hours a week in color, 
starting in September, and that the 
prime-time color schedule for 1961 rep- 
resents a 62% increase over last year. 

Mr. Durgin announced that special 
“color nights” will be held on Oct. 4, 
Nov. 1 and Dec. 6 with 312 hours of 
color programs will be telecast on each 
night, permitting tv dealers to offer in- 
store and home demonstrations on these 
dates. 


CBS Radio places 
NetALERT in service 


CBS Radio’s two-year development 
of NetALERT, a new system of 
signaling between a radio network and 
its affiliates, was climaxed last week 
when system, first announced and dem- 
onstrated at last year’s convention of 
CBS Radio Affiliates (BROADCASTING, 
Oct. 3, 1960), went into effect Sept. 1. 

It was developed for CBS Radio by 
CBS Labs and all the network’s 206 
affiliated stations in continental U. S. 
have installed the equipment. Net- 
ALERT reportedly makes it possible 
for stations, on or off the air, to be 
instantaneously alerted to receive news 
bulletins, on-the-scene news coverage, 
and national emergency announce- 
ments. In addition, the system is said 


to be capable of alerting key station 
personnel in their homes when the sta- 
tions are off the air. 





Davidson M. Vorhes (I), vice presi- 
dent in charge of operations, confers 
with Arthur Hull Hayes (r), CBS Radio 
president, on the installation of Net- 
ALERT equipment for the network’s 
affiliated stations. 








De Forest’s widow seeks 
royalties on inventions 


Efforts to recover royalties on some 
of the more than 100 patents granted 
the late Dr. Lee De Forest are being 
made by Los Angeles attorney Morris. 
Levine on behalf of the inventor’s wid- 
ow, former actress Marie Mosquini. Dr. 
De Forest, 86, died at his Hollywood 
home on June 30 (BROADCASTING, July 
10). His will showed his income limited 
to a $1,200 check received monthly 
from Bell Telephone Laboratories for 
which he was a consultant. 

The attorney said he is looking into 
the possibility of recovering something 
on the various inventions, but it will 
take time to explore just what the 
contract rights are. The inventor of 
the three-element vacuum tube which 
made possible the development of radio 
and tv broadcasting, Dr. De Forest sold, 
leased or optioned rights to some of 
his best inventions at sometimes ridicu- 
lous prices, according to Mr. Levine. 


EIA’s Sprague urges 
quota on imports 


Electronic imports from Japan have 
a direct bearing on unemployment in 
the U. S., Robert C. Sprague, Sprague 
Electric Co. board chairman, has in- 
formed Congress. 

In a statement filed last week with 
a House subcommittee on employment, 
Mr. Sprague urged some sort of quota 
system for imports on a sector-by-sec- 
tor basis. Unemployment attributable to 
foreign competition has been largely 
local and restricted to companies, most 
of them small, which have been “hardest 
hit by imports from low wage coun- 
tries,” Mr. Sprague reported. The belief 
that American technology can be 
counted to overcome low-wage foreign 
imports is erroneous today, he added, 
because Japanese electronic manufac- 
turing is highly modern and automated! 
—with wage scales one-fifth those in the 
United States. 

The Sprague statement was submit- 
ted in behalf of Electronic Industries: 
Assn. Mr. Sprague is chairman of 
EIA’s Imports Committee. 


Moon probers to carry tv 


Tv cameras will be included in four 
additional Ranger rockets so pictures. 
of moon-impacts can be transmitted 
back to earth, the National Aeronau- 
tics & Space Administration said last 
week in reporting that the current un- 
manned moon-landing project has beem 
increased from five probe vehicles to 
nine. The tv equipment will be 
designed for “high resolution” televi-- 
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sion, it was announced, although the 
extent was not indicated. The negotia- 
tions are with RCA’s Astro-Electron- 
ics Division. The tv-carrying Rangers 
are expected to crash on the moon and 
the tv pictures will enable scientists on 
earth to watch the landing before the 
rocket and its cameras are smashed by 
the landing impact. Later Rangers will 
carry devices to slow down descents to 
permit “soft” landings. The moon 
probes are scheduled for late in the 
1960s or early in the 1970s. 


ITA’s uhf translator 
uses Klystron tubes 


ITA Electronics Corp., Lansdowne, 
Pa., last week announced a new line 
of uhf television translators emphasiz- 
ing simplicity by use of the Klystron 
power amplifier. 

Single Klystron tubes are used in the 
15-kw and 30-kw transmitters while 
two 30-kw amplifiers are combined to 
produce a 60-kw transmitter. ° 

According to ITA, deliveries can be 
expected to start early in 1962; several 
of the first production units are sched- 
uled for shipment to existing uhf sta- 
tions. The prices for the new units: 
$99,500 for 15 kw; $139,000 for 30 
kw; $179,000 for 60 kw. 


Technical topics... 


Four-day event = The National Elec- 
tronic Parts Distributors Show for 1962 
has been expanded to a four-day event 
and will be held at Chicago’s Conrad- 
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Hilton Hotel next May 21-24, it was 
announced last week by Kenneth C. 
Prince, manager of Electronic Industry 
Show Corp. Major format change in- 
cludes first day devoted exclusively to 
manufacturer-distributor conferences. 
Warren Stuart, Belden Mfg. Co., Chi- 
cago, has been elected president of the 
show for next year. 


Tv home theatre = Kane-Mark Corp., 
N.Y., is national sales representative 
for a tv receiver which projects a 38x54- 
inch picture on a home movie screen. 
Called “Telerama,” it’s made by Saba 
Electronic Corp. of West Germany and 
is selling at $1,000. The unit is on roll- 
ers and has remote control. It also will 
be demonstrated at “Electrical City, 
U.S.A.” Electrical appliances consumer 
exposition at New York’s Coliseum, 
Oct. 21-29. 


Static starter = To protect sensitive 
microphones in television studios and 
on movie sets from motor start and 
stop noises, the static starter, a new 
motor starter, has been developed by 
the Westinghouse Electric Corp., New 
York, with no moving parts. The silent 
feature was accomplished with a West- 
inghouse-developed, silicon-controlled 
rectifier as the main power switch. 


‘Studio One’ bulb = Westinghouse Elec- 
tric Corp., one-time sponsor of CBS- 
TV’s Studio One, has introduced the 
Studio One camera light, which em- 
ploys a “sealed beam type” bulb, for 
use in photography and _ television 
studios. The bulb is said to produce 





approximately the brightness of the bar 
light, which consists of four standard 
300 w flood lamps. Manufacturer’s sug- 
gested list price for the camera gun is 
$21.95 with replacement bulbs set at 
$5.45. 


New transmitter = Collins Radio Co., 
Cedar Rapids, Iowa, has announced 
that its recently-introduced 1000/ 
500/250 w 20V-3 am transmitter is 
being installed at KSJM Sikeston, Mo.; 
KVET Austin, Tex.; WLBC Muncie, 
Ind., and WMFJ Daytona Beach, Fla. 


Diode tester = The Micromodular Com- 
ponents Div. of Ling-Tempco Electron- 
ics, Anaheim, Calif., announces the 
availability of a new diode tester, pro- 
viding, according to the company, 
speed, reliability, simplicity, and econ- 
omy. Test factors include breakdown 
voltage, noise, stability, reverse leakage, 
zener impedance and breakdown char- 
acteristics. The bench model is 16.75 x 
21.5 x 19.5 inches. It is priced at 
$1,425 and is available 30-60 days after 
receipt of the order. 


Report available = Research report on 
problems encountered in mounting fm 
antennas on various supporting struc- 
tures and their resulting radiation pat- 
terns is being offered free on request 
by Collins Radio Co., Cedar Rapids, 
Iowa. Paper was prepared by John B. 
Caraway, president of Electronic Re- 
search Inc., Evansville, Ind., and Wil- 
liam A. Kennedy, head of Collins an- 
tenna department. 





CANADIAN AD CONTENT 


CAB brief says many stations would lose money 
under presently-proposed narrow restrictions 


How much advertising content Ca- 
nadian stations should be allowed was 
a major problem discussed at the pub- 
lic hearings of the Board of Broadcast 
Governors at Ottawa which started 
Aug. 22. The BBG is revising radio 
regulations and wants stations to be 
limited to 20% advertising content ov- 
er the day, with maximum of 30% in 
any one hour. 

Canadian Assn. of Broadcasters said 
in a brief that such daily regulation 
would mean losses for many stations, 
and suggested that the yardstick be one 
week. 

“We suggest that the limit for any 
one day be set at 25% with the clock 
hour maximum remaining at 30%. 
Thus the weekly advertising content 
would not exceed the ceiling that the 
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BBG now is prepared to authorize. Yet, 
stations would be better able to accept 
casual business and meet the heavier 
demands of certain periods.” 

CAB explained that Thursdays and 
Fridays are the heaviest shopping days 
in most areas, and that advertisers con- 
centrate more of their radio activity in 
this period. The brief also pointed to 
the flexibility of radio advertising, and 
said that after advertisers use radio to 
move perishable merchandise quickly, 
to boost a slow day during a sales 
event, to meet unexpected competitive 
activity, to stimulate buying during spe- 
cial seasons, and for several other rea- 
sons. Emphasized was the placing of 
radio advertising the day and even the 
hour of the broadcast. Under a daily 
requirement such as outlined by the 


BBG, much advertising could not be 
taken and elaborate bookkeeping would 
have to be set up to determine quickly 
if last minute advertising could be 
carried. 

Daytimers = CAB also pointed out 
that the proposed regulations made no 
special provisions for daytime stations. 
During certain seasons these can oper- 
ate ten hours or less daily. With a 
number of such daytime stations in 
small markets, the CAB suggested that 
no additional restrictions be placed on 
them insofar as hourly advertising per- 
centage is concerned. 

The proposed BBG radio regulations 
include provisions for quarter-hour, 
half-hour and one-hour programs. CAB 
said radio’s format has changed dras- 
tically with the advent of television and 
there are only a few sources of such 
program material available in North 
America today. To bring back the 
former days of radio programming was 
felt to be “nostalgic nonsense.” People 
will not listen to programs of a type 
they can see on television, the CAB ex- 
plained. And for Canadian stations 
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in small communities to be required to 
produce such programs with live or 
Canadian talent would be impossible. 
Such talent is only available in the larg- 
er centers. The CAB is working on a 
program exchange which will make Ca- 
nadian content programs available be- 
tween member stations. 

Noting that broadcasting gets the 
most attention as regards advertising 
abuses which are common to other ad- 
vertising media, CAB asked those in 
authority to remember that regulations 
cannot require an advertiser to sponsor 
programs if he prefers spot announce- 
ments, that audiences can’t be required 
by law to listen to programs of value, 
that housewives can’t be regulated into 
a shopping pattern that would make 
each day of the week equally attractive 
to advertisers. 

The brief also reported on the work 
of Canadian stations in promoting Ca- 
nadian programs and talent over the 
past year and their help in leading 
young Canadians into careers in broad- 
casting. 

The BBG also heard from labor or- 
ganizations and talent groups, the for- 
mer asking for even stricter regulations 
on advertising content, and the latter 
presenting differing opinions as to 
French and English-language talent de- 
velopment. The French-language tal- 
ent group felt not enough Canadian tal- 
ent is being employed, the English- 
language group appealed for coopera- 
tion between stations and talent groups 
rather than government regulations for 
the development of Canadian talent. 

Canadian Broadcasting Corp.’s Presi- 
dent Al Ouimet said CBC generally ap- 
proves the proposed regulations, but 
he asked clarification on some technical 
points and the limitation of temporary 
networks to 30 days. 


CFTO-TV sale hearing 
deferred till Sept. 25 


The Canadian Board of Broadcast 
Governors has deferred to Sept. 25 an 
application by CFTO-TV Toronto. .to 
sell 25% of its shares to American 
Broadcasting-Paramount Theatres for 
an undisclosed sum. The announce- 
ment of deferment Monday follows sev- 
eral days of closed hearings last week 
at Ottawa with John Basset, station 
chairman, and J. Coyle of American 
Broadcasting. CFTO-TV has been given 
till Sept. 25 to find Canadian financing 
on terms as favorable as those offered 
by AB-PT. The BBG will approve a 
sale to U. S. interests if no Canadian 
financing is found by that time. The 
stock offered is part of that owned by 
Joel Aldred, station president, who has 
had management differences with Mr. 
Basset. The BBG announcement said 
CFTO-TV has lived up to all its com- 
mitments and needs additional capital. 
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Overseas tv sets 


The number of television sets in 
operation outside the U.S. has 
exceeded 50 million, John G. Mc- 
Carthy, president of Television 
Program Export Assn., announced 
last week. He noted that this 
figure is within three million of 
the 53 million sets currently in 
use in the U.S. 

Among the markets making up 
the total of 50 million, Mr. Mc- 
Carthy said, are: United King- 
dom, approximately 12 million; 
Japan, 8 million; West Germany, 
4.8 million; Canada, 4 million; 
Italy, 2.5 million; France, 2 mil- 
lion; Scandinavia, 1.6 million; 
Brazil, 1.2 million; Australia, 1.2 
million, and the U.S.S.R., 8 mil- 
lion. 











Sponsor restriction 
up for BBG airing 


A requirement that sponsors of im- 
ported television programs also use an 
equal amount of Canadian-produced 
programs was proposed by Dr. Andrew 
Stewart, chairman of the Board of 
Broadcast Governors, at the Ottawa 
public hearings on Aug. 22. Dr. 
Stewart said the BBG will meet with 
national advertisers and advertising 
agencies on the subject during Septem- 
ber. 

Dr. Stewart also hinted at possible 
penalties for Canadian advertisers who 
use U. S. border television stations 
when Canadian stations are available. 
He hinted at this when Lloyd Moffat, 
president of CKY Winnipeg, being 
questioned on his application for an 
fm station license, pointed to plans of 
KCND-TV Pembina, N. D., to invade 
the Winnipeg market with its newly in- 
creased power. Mr. Moffat said there 
are already six radio and three televi- 
sion stations in the Winnipeg area to 
compete for the Winnipeg advertising 
dollar. Dr. Stewart asked him if he 
thought Canadian advertisers using 
U. S. border stations should be penal- 
ized through disqualification of their 
advertising expenditures under income 
tax law. This was suggested recently 
by the Royal Commission of Publica- 
tions in the magazine field. Mr. Moffat 
said he had not thought about the prob- 
lem in this way. 

Requiring network advertisers to buy 
equal shares of imported and Canadian- 
produced programs has been a policy of 
the Canadian Broadcasting Corp. since 
the advent of Canadian television in 
1952. The entry of a second Canadian 
television network, CTV _ Television 
Network this fall, and ensuing competi- 





tion for advertisers, has forced the CBC 
to accept more imported sponsored 
programs without an equal number of 
Canadian-produced sponsored shows. 
CTV Network has gone after Canadian 
advertisers on the same basis of one 
import and one Canadian show to meet 
the BBG requirement of 55% Canadian 
program content on its overall network 
offering. A number of Canadian ad- 
vertisers and their agencies have held 
out against this policy this year. 


Fremantle to expand 
to foreign programs 


Fremantle Inc., New York, which 
has specialized in selling American tv 
programs in foreign markets, is ex- 
panding into another area by distribu- 
ting shows produced abroad to mar- 
kets throughout the world. 

Paul Talbot, Fremantle president, re- 
ported last week that the company em- 
barked on its project experimentally a 
few months ago and that results have 
been “highly satisfactory.” Fremantle 
now is distributing, in various countries, 
programs produced in Britain, Canada, 
Italy and Australia, and hopes to ob- 
tain marketable tv productions from 
other nations. 

Programs from Britain handled by 
Fremantle are Bom, the Little Drum- 
mer, a 15-minute children’s show; The 
Flying Doctor, a half-hour adventure 
series; Time to Remember, an informa- 
tional show, and various 1l-hour and 
1%2-hour dramas. Australian shows are 
Animal Parade, a 15- minute show fea- 
turing unusual animals in Australia; 
The Winifred Atwell Show, a musical 
program: The Terrific Adventures of the 
Terrible Ten, a boy’s adventure series. 
RCMP, a series on the exploits of the 
Royal Canadian Mounted Police. Italian 
programs are The Story of a Dog, a 
series dramatizing various breeds of 
dog, and a one-hour series on Italy’s 
Opera Buffa (comic opera) on which 
Fremantle is co-producer. 

Mr. Talbot said some of these pro- 
grams already have been sold in other 
countries and indicated a few may be 
offered in the U.S. through another 
distributor (Fremantle does not distri- 
bute in the U.S.). He added that offi- 
cials at Fremantle’s branch offices in 
Britain, Canada, Italy, Australia and 
Mexico are evaluating local programs 
for possible distribution in other coun- 
tries. 


Abroad in brief... 


Italian branch = General Artists Corp., 
N.Y., is forming an Italian subsidiary, 
GAC of Italy, according to Larry Kana- 
ga, president. The Rome office will 
open early in November. Personnel will 
be announced shortly. 
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700 RKO films sold 
to Latin-American firm 


Television Industries Inc., New York, 
last week completed the sale of more 
than 700 RKO feature films to a Latin- 
American organization, Fall River In- 
vestment S. A., for an initial sum of 
approximately $1 million plus a share 
of the gross revenues in perpetuity. The 
transaction covers television, theatrical 
and other non-theatrical rights to the 
features in South and Central America. 

Basil Estreich, Television Industries 
president, expressed the belief that this 
agreement represented “the largest sale 
of motion pictures ever made for Latin 
American television distribution under 
a single agreement.” He noted that the 
RKO library was acquired by Televi- 
sion Industries in 1955 for slightly more 
than $14 million. 

The South American group involved 
in the transaction is headed by George 
Caputo, a motion picture producer and 
distributor. Arnold C. Stream, general 
counsel of Tv Industries, represented 
the company in the negotiations. 


CBC reveals merger plan 
for two radio networks 


The consolidation of the Canadian 
Broadcasting Corp.’s Trans-Canada and 
Dominion radio networks into one big 
network is now being planned, CBC 
president J. Alphonse Ouimet told the 
Board of Broadcast Governors at Ot- 
tawa on Aug. 22. 

The merged network will consist of 
about 80 radio stations across Canada. 
At present the two networks have more 
stations, the Trans-Canada network pre- 
senting daytime and evening programs, 
the Dominion network mostly daytime 
lighter programs. Trans-Canada _net- 
work consists of all CBC radio stations 
plus independent stations, the Domin- 
ion network of only one CBC station, 
CJBC Toronto, and 39 independent sta- 
tions. 

The plans call for implementation of 
the merged network to start in the fall 
of 1962. Meetings with affiliates have 
been held in eastern Canada towards 
this end, and are continuing in other 
parts of the country. 


U. S. imports planned 
by new Brazilian firm 


Formation of S.A. Distribuidora E 
Importadora De Films (SADIF), Sao 
Paulo, Brazil, was announced last week 
by N. Borgerth Ferreira, president. 

While immediate plans call for 
SADIF merely to import and distribute 
tv and motion picture films in Brazil, 
the firm is planning its own tv produc- 
tion center that likely will be in opera- 
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Not even razor ads 


On the heels of drastic currency 
curtailment, Fidel Castro’s Cuban 
government last week announced 
that all commercials will hence- 
forth be eliminated from Cuban 
radio and tv programs. The me- 
dium employed for the announce- 
ment was the government-con- 
trolled Prensa Libre. 














tion by next summer. 

SADIF is represented in the U. S. by 
Nathan Braunstein, Screen Arts Sales 
Co., New York. Mr. Braunstein also 
acts as SADIF’s purchasing agent. 
Agreements already have been reached 
to import major film series from Official 
Films, Cinema Vue Corp., Flamingo 
Telesales and MPA-TV, all New York. 


Japanese council sets 
tv commercials festival 


Japan’s first television commercial 
festival is planned for Oct. 17, to com- 
memorate the 10th anniversary of the 
start of commercial broadcasting in that 
country. 

The festival, to be held at the Dai- 


Ichi Life Insurance Hall in Tokyo, is 
under the sponsorship of the Allied 
Commercial Council (composed of the 
Japan Advertisers’ Assn., Japanese 
Assn. of Advertising Agencies, Japan 
Federation of Station Representatives 
and the National Assn. of Commercial 
Broadcasters of Japan). 

The council will award prizes to out- 
standing commercials aired from Aug. 
1954, when commercial telecasting 
started in Japan, to July of this year. 
An added attraction will be a contest. 
among singers of tv commercials. 


Canadian court allows 
photo coverage access 


A precedent was set for Ontario 
courts Aug. 23 at Cooksville, a sub- 
urb of Toronto, when Magistrate R. I. 
Blain ruled that television and news- 
paper cameras could record the pro- 
ceedings during the preliminary trial 
of six men on charges of assault with 
bodily harm to two off-duty Toronto 
Township police officers. Crown at- 
torney Heb Metcalf explained to news- 
men after court that photos were auth- 
orized as “a matter of public interest 
and it was felt no bias would result to 
the accused as long as there was no in- 
terruption of the proceedings and no 
flashes were used.” 
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FATES & FORTUNES 





BROADCAST ADVERTISING 


Thomas J. Hennon, 
account supervisor on 
Lever Bros. at Reach, 
McClinton & Co., New 
York, elected vp of 
agency. Herman Rau- 
cher, copy director; 
Marce Mayhew, art 
department director; 
and Paul Keller, re- 
search director, elected to board of di- 
rectors. All are agency vps. 





Mr. Hennon 


David R. Fenwick, vp and plans 
board chairman, Donahue & Coe, Los 
Angeles, has resigned and with asso- 
ciates will establish his own advertising 
agency in that city. Henry B. Safford 
Jr., account supervisor for D&C, has 
been named vp, with William R. Muller, 
account executive, Young & Rubicam, 
Los Angeles, joining agency in similar 
capacity. 


Willard Benner, creative supervisor 
and vp, Ted Bates & Co., New York, 
named associate creative director. 


Ralston H. Coffin, vp in charge of 
advertising, RCA, appointed general 
chairman for Advertising Federation of 
America’s 4th Annual Washington Mid- 
Winter conference, Feb. 7, 1962 at 
Statler Hilton. Donald H. McGannon, 
president, Westinghouse Broadcasting 
Corp., named vice chairman. 


Richard F. Casey, 
vp in charge of re- 
search and member, 
board of directors and 
plans board, Benton 
& Bowles, New York, 
elected senior vp. 
y Charles E. F. Millard, 

" account supervisor on 
Wr. Cosey Zest soap account, and 
David Hotz, account supervisor on 
Shulton and Ex Lax accounts, elected 
vps. 





William A. Blount, president, Liggett 
& Myers Tobacco Co., New York, 
elected chairman of board of directors. 
Zach Toms, executive vp and previous- 
ly vp in charge of export department, 
succeeds Mr. Blount as president. Mr. 
Blount will continue to serve as chief 
executive officer of company. Other 
appointments include: Lawrence W. 
Bruff, director of advertising since 1953, 
elected vp, advertising; Graydon B. 
Leake, promoted to vp, sales; Samuel 
White, sales supervisor of northeastern 
territory, vp, marketing. Also: Fred- 
erick Shetiield, senior partner of Web- 
ster, Sheffield, Fleischmann, Hitchcock 
& Chrystie, elected director of company, 
and J. Bowling Anderson, director and 
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treasurer, succeeds William J. Perry who 
retires as vp, finance. 


Russel R. Anspach, formerly ac- 
count executive, McCann - Erickson, 
New York, appointed account execu- 
tive on Hertz Corp. account at Norman, 
Craig & Kummel, that city. 


Paul W. Moseley, account supervisor 
on Boyle-Midway, Div. of American 
Home Products Corp. account, and Ar- 
nold J. Deutschman, account executive 
on Whitehall Labs., Div. of American 
Home Products Corp. account, Ted 
Bates & Co., New York, elected vps. 


George N. Beecher, vp and account 
supervisor on Best Foods Div. of Corn 
Products Co. account, Dancer-Fitzger- 
ald-Sample, New York, joins Foote, 
Cone & Belding, Chicago, as vp and ac- 
count supervisor on Perkins-S.O.S. Div., 
General Foods Corp. account. 


James H. Marshall, senior vp, Mer- 
chandising Research & Development 
Corp., New York, joins The Kudner 
Agency, that city, as consultant on 
supermarket distribution. 


Martin Ryan, media research super- 
visor for North Adv., Chicago, named 
assistant media director. 


Norman Kosarin, formerly art direc- 
tor, Altman Stoller Adv., New York, 
joins Fuller & Smith & Ross, that city, 
in similar capacity. Bernard Klepper, 
who was with Cunningham & Walsh, 
New York, joins F&S&R as radio-tv 
copywriter. 


Esther Andersen, formerly chief 
timebuyer at MacFarland Aveyard & 
Co. and timebuyer with McCann-Erick- 
son, both Chicago, named timebuyer at 
Earle Ludgin & Co., Chicago. 


Quentin L. Harvell, 
formerly director, 
market research and 
promotion, Indian Jute 
Mill Assn., New York, 
named assistant to 
C. James _ Proud, 
president, Advertising 

: Federation of Ameri- 
Mr. Harvell ca, that city. Mr. Har- 
vell was advertising and sales promotion 
manager of Borden’s Feed Supplement 
Division and earlier was assistant to 
director of research, F. W. Dodge Corp. 


Morton Zieve, producer-director for 
WXYZ-TV Detroit, appointed radio-tv 
director of Simons-Michelson Co., ad- 
vertising agency, that city. 


Frank Hefter, formerly with Com- 
munications Counselors, Inc., pr affil- 
iate of McCann-Erickson, joins Fletcher 
Richards, Calkins & Holden, New York, 
as pr director. 


Ken Johnson, formerly advertising 
manager at U. of Chicago Press, to 
Olian & Bronner, Chicago, as senior 
copywriter. 


Robert S. Jones, recently sales man- 
ager of KTLA (TV) Los Angeles and 
formerly manager of CBS Spot Sales, 
San Francisco, named manager of new 
Hollywood office of Phillips & Cherbo, 
Chicago. Agency’s new west coast 
office is at 1710 North LaBrea Ave., 
Hollywood 46. 


George Mihaly, manager, radio-tv 
research, BBDO, New York, joins 
Schwerin Research Corp., that city, as 
account executive. 


Margaret Rodman joins copy staff of 
Ridgway-Hirsch Adv., St. Louis. 


THE MEDIA 


George Bradley appointed general 
manager of KFIF formerly KCWC 
Tucson, Ariz. Joe Frank named pro- 
gram director; Fred Vickery, news di- 
rector; Ruth Kessler, executive secre- 
tary; Helen Miller, production assistant; 
Joan Cox, Thelma Sees and Dan Park, 
sales executives. 


Richard W. Jolliffe, 
general sales manager 
for KTLA (TV) Los 
Angeles since 1957, 
appointed regional 
sales manager for 
WTCN-TV Minneap- 
olis-St. Paul. 


Robert A. Hinners, 
general manager of 
WFLM (FM) Fort Lauderdale, Fla., 
appointed vp and general manager of 
WWIL-AM-FM, that city. 


John Connor, director of operations 
and announcer for WXFM (FM) Elm- 
wood Park, IIl., promoted to station 
manager. 





‘a 


Mr. Jolliffe 


Joe Boyle, program director for 
KXGO Fargo, N. D., named acting 
manager of KHAK-AM-FM Cedar 
Rapids, lowa. Al Hanna, air personal- 
ity for KIXZ Amarillo, Tex., joins 
KHAK in similar capacity. 


Rev. Charles Brackbill Jr., and Rev. 
Robert E. Sanders, appointed to staff 
of radio-tv division of The United 
Presbyterian Church, USA. Rev. Brack- 
bill, formerly associate executive and 
director of radio-tv for New Jersey 
Synod since 1955, will be director of 
field services for United Presbyterian 
radio-tv. Rev. Sanders, assistant to 
president of Princeton Theological Sem- 
inary since 1957, will be eastern area 
director for United Presbyterian radio- 
tv. 
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Bill Meyer, formerly account execu- 
tive of Intermountain Network, Salt 
Lake City, joins Torbet, Allen & Crane, 
station representative, Los Angeles, in 
similar capacity. 


appointed managing 
director of WCOP- 
FM Boston. He pre- 
viously was director 
of creative sales for 
Laurence Assoc., that 
city. Stephen C. 
Trivers appointed ac- 
count executive. He 
recently graduated from Harvard where 
he was station manager of University’s 
WHRB-FM and also New England op- 
erations director of American Radio 
News Service. 





Mr. Turner 


William L. Lauer, radio account ex- 
ecutive, The Katz Agency, Detroit, ap- 
pointed manager, of WNEW New 
York’s sales office in Detroit. 


William Dalton, president’ of Na- 
tional Community Television Assn., 
chosen to receive Chartered Assn. Ex- 
ecutive Award of American Society of 
Assn. Executives. Mr. Dalton and 33 
others will receive award at ASAE an- 
nual meeting in Denver Sept. 3-6. 
Award is for association executives who 
have acquired “broad backgrounds in 
all phases of association management 
and met rigid requirements covering 
education, experience, training, associa- 
tion achievement, etc.” 


Lee Butler, news director for KTRE 
Lufkin, Tex., elected president of Texas 
A.P. Broadcasters Assn. 


Robert E. Early, Washington manager 
of information services for CBS News 
since May 1960, appointed executive 
assistant in Washington office of CBS 
Inc., Theodore F. Koop, CBS Washing- 
ton vp, announces. 


John F. Dille Jr. (Republican), presi- 
dent of WSJV (TV) Elkhart-South Bend, 
WTRC Elkhart, and WKJG-AM-TV 
Fort Wayne, all Indiana, appointed to 
Indiana Toll Road Commission by Gov. 
Matthew Welsh (D). 


Thomas P. Chisman, WVEC-TV 
Norfolk-Hampton, Va., and Norman 
Louvau, KCPX-TV Salt Lake City, suc- 
ceed John T. Gelder, WCHS-TV Charles- 
ton, W. Va., and Joseph J. Bernard, 
KTVI TV) St. Louis, as members of 
board of governors, ABC-TV Affiliates 
Assn. Messrs. Gelder and Bernard are 
leaving their respective stations. 


John Guttenberg named commercial 
and promotional manager of WRPB 
Warner Robbins, Ga. 


Albert J. Gillen, vp and director of 
sales for WAPI-AM-FM-TV Birming- 
ham, Ala., named general sales man- 
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ager for WPRO-TV Providence, R. I. 
Dick Richmond, director of news and 
public affairs for WMAL-AM-FM-TV 
Washington, joins WPRO as director of 
news. 


re 








Mr. Copsey Mr. Racco 


Edwin C. Metcalfe and Robert L. Fox 
appointed sales executives in Los An- 
geles for recently formed National Sales 
Division, RKO General Inc., station rep- 
resentative. Calvin Copsey and Alfred 
Racco were named to similar posts in 
organization’s San Francisco office. Mr. 
Metcalfe formerly was vp and general 
manager for Weed station representation 
company, and Mr. Fox served recently 





as general sales manager of KRKD Los 
Angeles. Mr. Copsey has been with 
KTVU San Francisco as account execu- 
tive and Mr. Racco with KLAC Los 
Angeles as general manager. New rep- 
resentation firm begins operations on 
Oct. 1 (BROADCASTING, Aug. 28). 


Robert M. Adams, promotion direc- 
tor for WTOP-TV Washington, elected 
president of Washington chapter of 
Academy of Arts & Sciences. He suc- 
ceeds Elmer Lower, NBC News, who 
has been transferred to New York. 


Arthur Astor appointed national sales 
manager of Foster Broadcasting Co., 
owner of KPRO Riverside; KREO 
Indio; KYOR Blythe and KROP Braw- 
ley, all California. Mr. Astor will head- 
quarter at 6362 Hollywood Blvd., 
Hollywood 28, Calif. Telephone: Holly- 
wood 6-4251. Previously, Mr. Astor 
was independent station representative 
for Foster Broadcasting Co. 


— J. Walter Carroll, 

» commercial manager 
for KSAN San Fran- 
cisco, promoted to 
station manager. Mar- 
tin L. Dinkins, senior 
account executive, 
named to succeed Mr. 
Carroll as commercial 
manager. 


William D. Stiles, vp and general 


Mr. Carroll 
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manager of Donald W. Reynolds sta- 
tions, named news and public affairs 
director for KFMB-AM-TV San Diego 
and KERO-TV Bakersfield, Calif., both 
Transcontinent Television Corp. 
tions. 


Ssta- 


Aubrey L. Moore, 
production manager 
for WBRZ (TV) 
Baton Rouge, La., 
named station man- 
ager. Prior to joining 
station he served as 
program director for 

~ WIJMR-TV New Or- 
wr. eave leans. John T. Crowe, 
producer-director for WBRZ appointed 
production manager. Before coming to 
station, he was with KTRK-TV Hous- 
ton and KFDM-TV Beaumont, both 
Texas. 





Bill Jones, on program and produc- 
tion staff of KCRA-AM-TV Sacra- 
mento, appointed program manager for 
KRAK Stockton, both California. 


Donald Waterman, account executive, 
WNBC New York, joins WINS, that 
city, in similar capacity. 


Gregg Sallee, program director of 
educational fm station KUSC (FM) 
Los Angeles, named account executive 
of KRHM (FM) that city. 


David Yarnell, formerly program di- 
rector, WMGM New York, and before 
that program manager, WNEW-TV 
New York, appointed assistant program 
manager of WOR-TV, that city. Mr. 
Yarnell will report to Ivan Reiner, tv 
program manager. 


Arthur Gross, for- 
merly general sales 
manager, United Art- 
ists Associated, ap- 
pointed program di- 
rector at WABC-TV 
New York, effective 
Sept. 11. He will suc- 
ceed A. L. Hollander 
Jr., who resigned and 
has not announced future plans. 


Other appointments at WABC-TV: 
John G. Doyle, account representative 
for ABC-TV station clearance depart- 
ment, named director of sales service. 
He succeeds Benjamin Okulski, pro- 
moted to account executive. Clarence 
L. Johnson, art director, J. B. Rundle 
Adv., New York, will also join WABC- 
TV, as successor to Libby Calamia, art 
director, who resigned. 


Thomas Belviso, formerly with The 
Katz Agency, New York, appointed ac- 
count executive for ABC-TV National 
Station Sales. Others named as account 
executives were Donald Bowen, account 
executive, Edward Petry Co.; Jerome 
McCauley, producer-director, WCBS 
New York; Fred Nettere, CBS-TV 
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Mr. Gross 


Spot Sales; Thomas O’Dea, national 
sales manager, WXYZ-TV Detroit, and 
Martin S. Pollins, formerly with NBC. 


Joseph Murphy, merchandising di- 
rector, WNBC New York, named vp, 


Pape, Brahm & Edwards, food broker, : 


that city. 


George W. Cyr, programming director 
for WGR-TV Buffalo, appointed direc- 
tor of programming and operations for 
WDAU-TV and WGBI both Scranton, 
Pa. 


Dave L. Riggs named program man- 
ager for KXLY-TV Spokane, Wash. 
He replaces late Paul R. Spechko, who 
had been with station since December 
of 1960. 


Don McLeod joins WPON Pontiac, 
Mich., as program director. 


Russell B. Butler, sales manager for 
WTWN St. Johnsbury, Vt., joins sales 
staff of KGY Olympia, Wash. 


Robert White, former supervisor of 
music, WMCA New York, appointed 
director of music, WINS New York. 


John North, member of announcing 
and production staff of WWTV-TV 
Cadillac, Mich., appointed news direc- 
tor of WWTV-FM-TV. 


Ben Shirley, formerly with NBC and 
UPI, Washington, joins KXIV Phoenix, 
Ariz., as news director. 


Alton R. Crouch, news director for 
WTVYN Columbus, Ohio, joins KQV 
Pittsburgh in similar capacity. 


James Dull, formerly of WDAU-TV 
Scranton, Pa., named news director 
WNHC-TV New Haven, Conn. 


Patrick C. Wilson appointed music 
director for WYAK (FM) Sarasota, 
Fla. 


Charles (Red) Donley, former sports 
director, WSTV-AM-FM-TV Steuben- 
ville, Ohio, and member of Pittsburgh 
Steelers broadcast team for past six 
years, named sports director, WIIC 
(TV) Pittsburgh. 


Robert Lee, announcer for WMNE 
Menomonie, Wis., promoted to news 
director. 


Harv Morgan, air personality for 
WCAO Baltimore, joins KYW Cleve- 
land as announcer and producer-direc- 
tor. 


Phil Evans, farm director for KMBC 
Kansas City, Mo., named director of 
farm programs and sales for WDAF, 
that city. 


Ralph Becker, formerly with WIVH 
(TV) Peoria, Ill., joins sales staff of 
WTTG (TV) Washington. 


Karl J. Nestvold, newsman for 
KFBK Sacramento, Calif., named gen- 





eral manager of Oregon Assn. of 
Broadcasters, succeeding Robert Mon- 
aghan. 


Dan Daniel, air personality, WDGY 
Minneapolis, joins WMCA New York 
in similar capacity. 

Pete Smith, chief announcer for 
KRKD Los Angeles, joins KBIG Santa 
Catalina, Calif., as air personality. He 
succeeds Joe Niagara, who resigned. 


John Rhys Evans, national sales man- 
ager for KMCS (FM) Seattle, Wash., 
joins KOL, that city, as account execu- 
tive. 


V. A. (Buck) Buchanan, supervisor of 
merchandising for WCCO Minneapolis, 
switches to sales staff as account execu- 
tive. 


Joseph Aley, formerly with The 
Branham Co., national sales representa- 
tives, named national and regional sales 
manager for KCEE Tucson, Ariz. 


John Fraim, newscaster for WIRE 
Indianapolis, joins WIVN (TV) Co- 
lumbus as news editor. 


Reginald W. Smith, free lance pho- 
tographer, joins KYW-TV Cleveland 
news staff as chief photographer. 


David E. Schoumacher, staff writer 
for Rockford (Ill.) Morning Star, joins 
news staff of KTIV (TV) Sioux City, 
Iowa. 


Lew Irwin, newsman for KABC-TV 
Los Angeles, resigns. 


Peter LaBruzzo, formerly on sales 
staff, WJJD Chicago, joins radio sales 
staff, Adam Young station representa- 
tion firm, that city. 


Jim Thomas joins news staff of 
WMAZ-AM-TV Macon, Ga. Skip 
Holmes, production manager for 
WAME Miami, joins WMAZ as air 
personality. Ralph Lavendar named 
air personality and Rey Hubbard, air 
personality, transfers to tv announcing 
staff. 


Ray Rayner, children’s personality on 
WBBM-TV Chicago, joins WGN-TV 
there as “Sergeant Pettibone” host of new 
UPA-Pictures Inc., Hollywood-produced 
Dick Tracy Show which starts Sept. 11. 

Roy Allred joins WRCV-TV Phila- 
delphia as weekend weatherman. 

Jack Guinan, who recently joined 
announcing staff of WWDC Washing- 
ton, named to succeed Nat Wright, who 
resigned to accept position with WIP 
Philadelphia. 

Nick Ramsey joins KVIL Highland 
Park, Tex., as air personality. 

Carl Reese, air personality for 
WCUE Akron, Ohio, joins WHK Cleve- 
land, in similar capacity, replacing Ray 
Otis, who moved to WKMH Dearborn, 
Mich. 


Rod Roddy, air personality for KQV 
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Pittsburgh, joins KYW Cleveland in 
similar capacity. 


David J. Beuret and William Good- 
ing join announcing staff of WFAA 
Dallas. 


Kenneth Rowe, formerly air person- 
ality, WBAP-AM-FM-TV Ft. Worth, 
Tex., joins KONO-TV San Antonio, 
Tex., in similar capacity. 


Bruce Morrow, formerly air person- 
ality, WINZ Miami, joins WABC New 
York in similar capacity. 


Elizabeth Morgan, radio-tv and stage 
actress, joins WNTA New York to do 
daily celebrity - interview program, 
Morgan in Midas-Land (2-3 p.m.). 


ALLIED FIELDS 


Philip Von Ladau, western division 
sales manager for national services, 
A. C. Nielsen Co., Menlo Park, Calif., 
elected vp. Donald McGlathery, media 
service sales manager, also elected vp. 


PROGRAMMING 


Harold L. Hackett, recently president 
of Bill Sturm Studios, New York, ap- 
pointed vp in charge of national and 
syndication sales for Programs for Tele- 
vision Inc., New York. He succeeds 
Michael M. Sillerman, who has re- 
signed. Mr. Hackett was president of 
Official Films Inc., New York, for seven 
years until 1960. He will work closely 
with Everett Rosenthal, PFT executive 
vp, on tv programming and other proj- 
ects. 


Hampton Howard, formerly pro- 
ducer-director, Robert Klaeger Produc- 
tions, New York, named director of in- 
dustrial sales, Gerald Productions, divi- 
sion of Adv. Radio & Television Serv- 
ices, that city. 


Will Thomas, northwest sales man- 
ager for NBC-TV Films, named execu- 
tive vp of Telecast Productions Inc., 
Los Angeles, and director of syndica- 
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tion sales for firm’s Globel Zobel travel 
series. 


John L. Thompson, member of pro- 
duction services department, ABC-TV 
Hollywood, named assistant tv network 
production coordinator. William Car- 
ruthers, formerly coordinator on Seven 
Keys series assigned to Steve Allen 
Show. 


Edgar Peterson, former producer on 
CBS-TV Climax series, signed as pro- 
ducer-writer of new Jack Douglas Pro- 
ductions documentary series, Keystone, 
being produced for Ziv-UA Documatics 
project. 


Alan Neuman joins Arnold Michaelis 
Productions, New York, as producer- 
director of Adlai Stevenson Reports, 
new public affairs tv series on ABC-TV. 


EQUIPMENT & ENGINEERING 


Merle W. Kremer, vp and general 
manager, parts division, Sylvania Elec- 
tric Products, Warren, Pa., additionally 
named vp, electronics tube division, 
New York. Mr. Kremer succeeds 
Matthew D. Burns, who was named as- 
sistant to Gene K. Beare, Sylvania’s 
president, in corporate and _ interdivi- 
sional activities. Gordon, Fullerton, gen- 
eral manager, picture tube operations, 
appointed vp of operations. 


Raymond H. Herzog and Harry Helt- 
zer elected vps of Minnesota Mining & 
Manufacturing Co. Mr. Herzog, who 
has been with company since 1941, 
assumes overall responsibility for print- 
ing products division. Mr. Heltzer, with 
company for 28 years, is placed in 
charge of all activities of National Ad- 
vertising Co., wholly owned 3M outdoor 
advertising subsidiary. 


George Cohen, sales director, Du 
Mont Div., DuMont Emerson Corp., 
marketing subsidiary of Emerson Radio 
& Phonograph Corp., Jersey City, N. J., 
elected vp, marketing. George Hakim, 
western regional sales manager, named 
vp in charge of DuMont sales. 


Frank M. Folsom, chairman, execu- 
tive committee, RCA board of directors, 
New York, elected to board of Schen- 
ley Industries, that city. 


INTERNATIONAL 


G. S. Redmond, general manager of 
CHNS Halifax, N. S., joins government 
department of Nova Scotia travel bu- 
reau, as director. 


Joe Joel, managing director, Screen 
Gems Pty. Ltd., Sydney, Australia and 
New Zealand, additionally appointed 
sales supervisor for Far East, Australia 
and New Zealand. Mr. Joel will con- 
tinue to make his headquarters in Syd- 
ney. 


Rai Purdy, formerly program direc- 
tor of CFTO-TV Toronto, forms his 





own tv production firm at Vancouver, 
BG, 


M. L. Thomas, formerly of All-Can- 
ada Radio and Television Ltd., Toronto, 
appointed sales and promotion man- 
ager of recently-formed Radio Sales 
Bureau, that city. 


DEATHS 


Harry Sadenwater, 67, assistant to vp 
of Radio Engineering Labs, Long Island 
City, N. Y., died Tuesday Aug. 29 after 
two-month iliness. He was previously 
with RCA and General Electric. At lat- 
ter company, he was engineer in charge 
of developing WGY Schenectady, N. Y., 


. KGO Oakland, Calif., and KOA Denver. 


In 1919, he was radio operator on navy 
seaplane NC-1, one of three planes with 
which Navy sought to make first trans- 
Atlantic flight, from Newfoundland to 
Azores. 


Louis R. Wasey, 77, died Aug. 26 at 
his home in East Hampton, Long 
Island, after long illness. Mr. Wasey, 
who retired as board chairman of Erwin 
Wasey & Co. advertising agency, had 
been an officer of Barbasol, Musterole 
and Olive Tablet companies. 


Charles W. Fairbanks, 53, died Aug. 
22 in Santa Barbara, Calif. Mr. Fair- 
banks was member of board of WIBC 
Indianapolis, Ind. 





BUY MAINE 
...in DEPTH! 


[Vf 42% of Maine's 1960 population was 
located in Bangor’s coverage area. 


[{ Approximately 41% of the total tele- 
vision homes in Maine (according to 
ARB) can be found in these nine coun- 
ties. 

[A 41% of Maine's total 1960 retail sales 
(for the twelve months ending June 
30th) was credited to the nine counties 
in Bangor’s coverage area. 


[VF These nine counties accounted for 39% 
of the state’s total income. 


[V Bangor’s home county (Penobscot) had 
the largest increase in urban popula- 
tion, 1960 vs. 1950 (+ 27.2%). Penob- 
scot County evidenced a 17.5% in- 
crease in income (1960 vs. 1950). This 
increment was larger than that re- 
corded for any other Maine county. 


NBC for Eastern 
Maine... 


WLBZ 





Represented nationally by 


|} THE KATZ AGENCY, nc. 
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TIO’s presentation 
goes to 150 sponsors 


Television Information Office, New 
York, last week sent to its 150 spon- 
sors two sections of a four-part slide- 
illustrated presentation describing the 
functions and objectives of U. S. com- 
mercial tv. TIO sponsors are to use 
the presentation ‘to inform local com- 
munity groups about the industry’s op- 
erations, accomplishments and _prob- 
lems. The project is also designed for 
station employes’ indoctrination pro- 
grams. 

The two sections are called “Dimen- 
sions” and “In the Public Interest.” 
The others are entitled “Programming” 
and “Advertising.” Each section will 
take approximately 25 minutes to pre- 
sent, and each is packaged in a separate 
kit which contains script, 2 x 2 color 
slides, background material and _illus- 
trated reproductions of the script to be 
distributed among audiences. In the 








last few months the “In the Public In- 
terest” section has been previewed at 
the NAB Convention, in April, and at 
various broadcasters’ state association 
meetings. 


Two-way approach 


Members of the WFBM-TV Indi- 
anapolis sales staff are selling their lo- 
cal retail accounts on the air now as 
well as on the street. The station has 
video taped spot announcements by the 
salesmen directed at their retail pros- 
pects, telling them that by advertising 
on WFBM-TV “you can talk to hun- 
dreds of thousands rather than one 
individual.” The salesmen invite the 
retailers to phone them at the stations. 


Selling in unison 


The rapid growth and future devel- 
opment of the Tidewater area (Norfolk- 
Newport News, Va.) last week were 
shown in a special documentary pro- 








Some 32,504 fans welcomed home 
the Detroit Tigers during their heat- 
ed battle for first place in the Ameri- 
can League with the New York 
Yankees. Each fan was represented 
by a postcard sent to CKLW Wind- 
sor, Ont.-Detroit, spurring the Tigers 
down the home stretch. CKLW per- 
sonalities plugged the loyalty to the 
team promotion asking fans to write 
in. The station hoped to get enough 
cards that when laid side by side 








Bengal boosters lend support 


would circle the bases. Instead 
enough cards were received to circle 
the stadium 10 times. The station 
will reward 24 fans with two tickets 
to the showdown series with the 
Yanks Sept. 15 plus an autographed 
ball and a visit to the Tigers’ dugout. 
Here J. E. (Ted) Campeau, presi- 
dent of CKLW, examines some of 
the cards with Pitcher Jim Bunning 
(1) and Outfielder Al Kaline (r) of 
the Tigers. 








gram, “Picture of Progress,” by Nor- 
folk’s three television stations. 
Combining their efforts in a uniform 
theme to sell the Tidewater market 
and its potential, WVEC-TV, WAVY- 
TV and WTAR-TV joined up to pro- 
duce that city’s first simulcast. Part 
of the report was a show within a 
show—a film shown last spring to some 
2,500 leading business executives in 
various major markets entitled, “Amer- 
ica’s Most Misunderstood Market.” 


BPA lends hand 
to 64 schools 


“Operation Treasure Hunt” will be 
the first step of the Broadcast Promo- 
tion Assn. in extending its cooperation 
to the 64 members of the Assn. for 
Professional Broadcasting Education, 
according to John F. Hur!>ut, the asso- 
ciation’s president. 

In the operation, BPA members are 
asked to search their stock rooms for 
overages of recently published promo- 
tion materials, ranging from ad reprints 
and direct mail, to presentations and 
on-the-air promotions. The material 
will be sent to Clark Grant, WOOD- 
AM-TV Grand Rapids, Mich., who is 
in charge of the overall project. Mr. 
Grant will package the materials for 
distribution among the participating col- 
leges. 

BPA members will be assigned col- 
leges for continued mailing list distri- 
bution of station, network and organ- 
ization promotion materials to be used 
as classroom examples of current pro- 
motion. Additionally, promotion man- 
agers located near member colleges will 
offer their services to lecture on broad- 
cast promotion. 


WTM4J and Charlie 
tie up Milwaukee 


WTMJ Milwaukee has discovered 
you can get plenty of mileage out of 
neckties—garish ones that went out 
with zoot suits and spats, that is. 

With Cliff (Charlie Weaver) Ar- 
quette to appear as a featured attrac- 
tion of the Wisconsin State Fair, 
WTMYJ asked listeners to send in their 
loudest and most bedraggled ties—typi- 
cal of those Mr. Arquette wears. The 
person who submitted the winning tie 
(the one the judges felt was the wildest) 
would receive a variety of prizes, in- 
cluding 25 new ties (subdued ones), 
dinner with Mr. Arquette and four 
WTMS personalities and tickets to the 
fair. 

To add a little spice the station pro- 
duced a contest within a contest, pitting 
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(on one team) its morning show and 
its farm show against a team composed 
of its afternoon show and the weather 
show, with the losers attending the din- 
ner with Mr. Arquette as waiters. 

The stunt drew more than 9,000 ties. 


Dual celebration at KTAL (TV) 


NBC executives and stars and gov- 
ernment officials will be in Shreveport, 
La., tomorrow (Sept. 5) for a 24-hour 
celebration marking the affiliation of ch. 
6 KTAL (TV) there with NBC-TV. 
The occasion also observes the station’s 
move from Texarkana, Tex., to Shreve- 
port. KTAL was to begin regularly 
scheduled NBC-TV programming yes- 
terday. 

Representing NBC will be Robert W. 
Sarnoff, board chairman; David C. 
Adams, senior executive vice president; 
Tom Knode, vice president, station re- 
lations, and Malcolm Laing, station re- 
lations regional manager. Rep. Oren 
Harris (D-Ark.), chairman .of the 
House Interstate & Foreign Commerce 
Committee, and the governors of Louisi- 
ana, Texas and Arkansas have been in- 
vited to attend. 

NBC stars expected at the KTAL 
festivities include Joe Garagiola, an- 
nouncer on Major League Baseball; 
and Jack Linkletter, host of Here’s 
Hollywood. The day will be climaxed by 
dinner with station executives, including 
Walter E. Hussman, president, and Wal- 
ter M. Windsor, general manager. 





Everyone in on the act 


Radio advertising may have 
scored a first in Michigan with every 
am station in the state—103 of 
them—urging listeners to attend the 
annual State Fair in Detroit from 
Sept. 1-10. Veteran advertising and 
station representative personnel con- 
tended it was the first time in the 
112 year history of the fair that all 
the state’s am facilities were in- 
volved. The state-wide purchase was 
worked out between the Dick Fred- 
erick Agency (agency for the fair) 








and Michigan Spot Sales, both De- 
troit. In the photo Dick Frederick 
(agency head) plays a happy tune 


for (1 to r) Wendell Parmelle, 
Broadcast Time Sales; Arthur J. Un- 
derwood Jr., The Katz Agency; Dan 
Bowen, Gill-Perna; Larry Gentile, 
The Bolling Co.; Stuart Mackie, Av- 
ery-Knodel; Charles J. Sitta, Michi- 
gan Spot Sales; Christopher Gentile, 
Larry Gentile’ Assoc.; James A. 
Brown, Venard, Rintoul & McCon- 
nell; Bernard Pearse, Pearse Sales. 
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STATION AUTHORIZATIONS, APPLICATIONS 


As compiled by BROADCASTING Aug. 24 
through Aug. 30. Includes data on new 
stations, changes in existing stations, 
ownership changes, hearing cases, rules 
& standards changes, routine roundup. 


Abbrevations: DA—directional antenna. cp 
—construction permit. ERP—effective radi- 
ated power. vhf—very high frequency. uhf 
—ultra high frequency. ant.—antenna. aur.— 
aural. vis——visual. kw—kilowatts. w—watts. 
mc—megacycles. D—day. N—night. LS— 
local sunset. mod.—modification. trans.— 
transmitter. unl.—unlimited hours. kc—kilo- 
cycles. SCA—subsidiary communications au- 
thorization. SSA—special service authoriza- 
tion. STA—special temporary authorization. 
SH—specified hours. C stam Per hours... *— 
educational. Ann.—Announced. 


Existing tv stations 


APPLICATION 


KOAT-TV Albuquerque, N. M.—Cp to 
change frequency from ch. 7 (174-180 mc) to 
ch. 2 (54-60 mc); ERP from 73.5 kw vis., 
36.8 kw aur. to 27 kw vis., 13. kw aur.; 
install new trans. (GE TT-32-A); change 
type ant. (GE TY-50-C); make changes in 
ant. system and ant. height above average 
terrain of 4,235 ft. (Pending action on peti- 
tion for rulemaking, request waiver of Secs. 
— and 3.607(a)&(b) of rules.) Ann. Aug. 


CALL LETTERS ASSIGNED 


WCCB-TV Montgomery, Ala.—First Ala- 
bama Corp. 


KCHU(TV) San Bernardino, Calif—Nor- 
man H. Rogers. 
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New am stations 


ACTION BY BROADCAST BUREAU 


Red Lodge, Mont.—Carbon County Bcstrs. 
Inc.—Granted 1450 kc, 1 kw-D, 250 w-N. 
P.O. address box 464, Red Lodge, Mont. Es- 
timated construction cost $14,435; first year 
operating cost $31,000; revenue $40, 000. Prin- 
cipals include Dean J. Jansma, 22.51% 
Juanita H. Zaputil, 11.25%, Thomas C. Dok- 
ken, 8.65%, and 27 others. Mr. Jansma is 
employe of KGHL Billings, Mont. Mr. Dok- 
ken is in insurance. Action Aug. 24. 


APPLICATIONS 
Window Rock, Ariz.—Navajo Bible School 


& Mission Inc. 630 kc; 1 kw-D. P. O. ad- 
dress box 158 Window Rock. Estimated con- 
struction cost $18,861; first year operating 
cost $26,400; revenue $31,000. Applicant is 
non-profit -corporation. Ann. Aug. 24. 
Dalton, Ga.—Cherokee Bestrs. 1530 kc; 10 
kw-D. P.O. address c/o Sanford J. Willis, 
Route 1, Rocky Face, Ga. Estimated con- 
struction cost $37,731.50; first year operating 
cost $36,000; revenue $50,000. Principals: 
rm J.’ Willis, Alney H. Willis (each 
%). Mr. Sanford Willis is announcer and 
ohiot engineer for WRCD Dalton; Mr. Alney 
Willis owns garage. Ann. Aug. 30. 
Jeannette, Pa.—Century Bestg. Corp. 1510 
ke; 550 w- D. P.O. address c/o J. J. Keel, 1121 
E. Capitol St., Washington, D. C. Estimated 
construction cost $20,297; first year operating 
cost $40,000; revenue $50,000. Principals: 
John J. Keel, Henry Gladstone, Lloyd W 
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Dennis (each one-third), who own similar 
interests in WCRO Johnstown, Pa. Ann. Aug. 
24. 


Existing am stations 


ACTION BY FCC 


WRUL Scituate, Mass.—Granted waiver of 
rules and au uthorized operating schedule of 
international broadcast station on — 
frequencies to Nov. 4. Action Aug. 


APPLICATIONS 


KAMD Camden, Ark.—Cp to increase day- 
time power from 1 kw to 5 kw; make 
changes in DA system (one additional 
tower); change from DA-N to DA-2 and 
install new trans. Ann. Aug. 

WIRL Rockford, Ull.—Cp to change hours 


of operation from D to unl., power 
of 1 =" 5) kw-D (increase daytime power 
from w), change ant.-trans. location; 
ee in DA system (ll-tower array); 


fae from oy ag DA-2 and install new 


WHYN iN aprinadelé, aay to increase 
daytime power from 1 to 5 kw and in- 
stall new trans. Ann. } A 28. 

KEBE BE Jacksonville, Tex —Cp to increase 
daytime power from 250 w bg 1 kw and 
install new trans. Ann. Aug. 

KMBL Junction, Tex.—Mod ~ license to 
change hours of operation from unl. to 
specified hours: Mon.-Fri. 6 a.m.-2 p.m.; 5 
P.m.-7 p.m Sat. & Sun. 7 a.m.-7 p.m. Ann 
Aug. 24. 


CALL LETTERS ASSIGNED 


WEIS Centre, Ala—Cherokee County 
Radio Station. 
ne oe Santa Rosa, Calif—Bay Area Elec- 
tronic Assoc 
WNRK Newark, Del.—_Herman Handloff. 
WRSL Stanford, Ky.—Lincoln-Garrard 
Bestg. Co. 


KSWM Aurora, Mo.—Gelan O. Gilbert. 
KJPW Waynesville, Mo.—South Central 


Bestrs. Inc. 
KARS Belen, N. M.—Belen Bestg. Co. 
WSHP Shippensburg, Pa.—Town Radio 
Cc. 
WISA Isabela, P. R.—Sergio Martinez 
Caraballo. 
WSMG—Greeneville, Tenn.— Greenville 


County Bestg. Inc. 
— Millington, Tenn.—Radio Milling- 


WRWV Waynesboro, Va.—Music Produc- 
tions Inc. 


New fm stations 


APPLICATIONS 
Greenfield, Ind.—John C. Byrne. 99.5 mc.; 
17.9 kw. Ant. height above average terrain 
240 ft. P.O. address 1107 N. State St., Green- 
— ted construction cost $18,600; 
year operating cost $15,000; revenue 
s1apes John C. Byrne, sole owner, owns 
98% of and has owned 20% of 
WAIV-FM Indianapolis. Ann. Aug. 25. 
Freeport, Ill—Triad Tv Corp. 98.5 mc; 
124 kw. Ant. height above average terrain 
163.4 ft. P.O. address 9 North Chicago Ave., 
Estimated construction cost $9,- 
; first year operating cost $5,000; rev- 
enue ,000. Principals: C. Wayne Wright 
(375%); Jae D. Kitchen (11%), and others, 
all of whom own — interests in WFRL 
Free Ann. 


port. Aug. 
Greenville, hich Fiat River Bestg. Co. 
107.3 mc; 5.3 kw. Ant. height above average 
terrain 107 ft. P.O. Boar Sage Gog Es- 


Existing fm stations 


APPLICATION 


WOXR(FM) Oxford, Ohio—Cp to change 
uency from 97.7 mc (ch. 349) to 98.1 

me (ch. am): increase ERP to 16.425 kw; 
change ant.-trans. and studio location; make 
changes in ant. ~ gps (increase ee and 
install new trans. and ant. Ann. 28. 


CALL LETTERS ASSIGNED 
WWwWB-FM Jasper, Ala.—Bankhead Bestg. 
Cc. 

WVNA-FM Tuscumbia, Ala—Elton H. 
Darby. 
= Watsonville, Calif—KOMY 


WROW-FM Albany, N. Y.—Capital Cities 
Bestg. Corp. 
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WTOF(FM) 
Broadcast Assn. 
Ri gine Port Clinton, Ohio—R. W. R. 


Canton, Ohio — Christian 


oWFMV(FM) Richmond, Va.—Professional 
Bestg. Inc. 


Ownership changes 


APPLICATIONS 


KTUC Tucson, Ariz.—Seeks transfer of 
50% of stock in Tucson Bestg. Co. from 
G. M. Krampert and E. W. Krampert to 
C. Van Haaften (10%) Robert Lesbock (7%) 
and Ben L. Slack (33%); total consideration 
«a ,000 plus assumption of liabilities. Messrs. 

an Haaften and Lesbock are present 
owners of 25% each in licensee; Mr. Slack 
owns 5% of KMIN Grants, N. M. Ann. Aug. 


30. 

KGST Fresno, Calif.—Seeks assignment of 
license from J. J. Nagel, executor of estate 
of Juan Mercado (deceased) to Richard E. 
Ryan (51%), Don R. Pickens (21%), E. L. 
Decker (15%), Hilario G. Caballero (6.5%) 
and others, d/b as International Radio Inc.; 
consideration 1,000. Mr. Ryan is general 
manager of K San Jose, Calif.; Mr. 
Pickens owns advertising egency: Mr. Bark- 
er owns ; Mr. — announcer 
for KLOK. Ann. Aug. 

WKTX Atlantic lg Fla.—Seeks as- 
signment of license from Ocean Beach 
Bestg. Co. to Good Music Bestg. Co.; con- 
sideration $75,000. Robert C. Whitehead Jr., 
sole stockholder of assignee, is station man- 
ager of WKTX. Ann. Aug. 25. 

WMAC Metter, Ga.—Seeks assignment of 
cp from Radio Metter to William L. Coursey; 
consideration $8,090 cash plus assumption 
of equipment contracts. Mr. Coursey owns 
45% of funeral home. Ann. Aug. 24. 

WBAG-AM-FM Burlington-Graham, N. C. 
—Seeks involuntary transfer of 69.23% of 
stock in Burlington-Graham Bestg. Inc. 
from Lawrence E. Neese Sr. (deceased) to 
Lawrence E. Neese Jr., administrator and 
present 11% owner; no financial considera- 
tien involved. Ann. Aug. 

KTUL Tulsa, Okla. —Seeks assignment of 
license from KTUL Radio Inc. to Texoma 
Bestg. Co. of Wichita Falls; consideration 





Permanent record 


A hard cover book containing 
the formal papers and an edited 
transcript of the ad lib discussion 
at Northwestern U. Law School’s 
Aug. 3-4 radio-tv seminar (BROAD- 
CASTING, Aug. 7) will be published 
by the school Nov. 24 under the 
title “Freedom and Responsibility 
in Broadcasting.” The manufac- 
turing costs will be underwritten 
by Donald H. McGannon, presi- 
dent of Westinghouse Broadcast- 
ing Co., and Peter Goelet, found- 
er of the National Audience 
Board. 

Northwestern said last week 
that those who presented formal 
papers at the seminar would be 
listed as “authors” of the volume: 
FCC Chairman Newton N. Min- 
ow, Cincinnati Law School Dean 
Roscoe Barrow, NAB President 
LeRoy Collins, Harvard Law 
School Prof. Louis Jaffe and 
Washington Attorney W. Theo- 
dore Pierson. Chairman Minow’s 
supplemental legal brief on the 
FCC’s program review powers 
will be an appendix. The pre-pub- 
lication price to Oct. 15 is $4; 
after that, $5. The address North- 
western University Press, 1840 
Sheridan Road, Evanston, III. 














$450,000. Sole stockholder of assignee is 

Bestg. Assoc. Inc.; of which Interstate Dis- 
tributors Inc. is 80% stockholder; other 20% 
is owned by Raymond Huff, who has been 
manager of KITO San Bernardino, Calif. 
Ann, Aug. 25. 

WCPH Etowah, Tenn.—Seeks assignment 
of license from Morgan Bestg. Co. to Mc- 
Minn Bestrs. Inmc.; consideration $65,000. 
Assignee’s principals include John R. Biair, 
Robert W. Leonard, Lemuel H. Stephens, 
Clarence K. Daugherty (each 25%). Mr. 
Blair owns radio repair business and has 
been chief engineer of WRKH Rockwood 
and WDEH Sweetwater, both Tennessee; 
Mr. Leonard is sales manager of WDEH; 
Mr. Stephens is staff engineer of WNOX 
Knoxville, Tenn.; Mr. Daugherty is me- 
chanic. Ann. Aug. 25. 

KTWO-AM-TV Casper, Wyo—Seeks as- 
signment of license from Rocky Mountain 
Tele Stations (partnership) to new corpora- 
tion of same name; no financial considera- 
tion involved. Ann. Aug. 25 


Hearing cases 


FINAL DECISION 


s Commission gives notice that July 6 
supplemental initial decision which looked 
toward (1) granting Feb. 27 petition by 
Audiocasting of Texas Inc., for leave to 
amend its application for new am station to 
operate on 1580 kc, 500 w-N, 1 kw-LsS, 
DA-2, in Waco, Tex., to bring current 
ownership status and financing plans up to 
date and to reflect last agreement between 
it and Horace K. Jackson Sr., to show that 
sole consideration for dismissal of Mr. Jack- 
son’s —— for new station on 1580 
ke, D, in Tex., ‘was subscription 
right to 25° % of Audio stock; (2) accepting 
and approving agreement; (3) granting 
Audio application; and (4) directing Jackson 
to file petition to dismiss his application, 
which will be granted pro forma as in- 
separable corollary to actions taken, became 
effective Aug. 25 pursuant to Sec. 1.153 of 
rules. Action Aug. 29. 


INITIAL DECISION 


s Hearing examiner Herbert Sharfman is- 
sued initial decision looking toward grant- 
ing application of Augustine L. Cavallaro 
Jr., tr/as College Radio, for new am station 
to operate on 1430 kc, 5 kw, DA, D, in 
Amherst, Mass. Action Aug. 30. 


Routine roundup 


a By order commission terminated pro- 
ceeding in Doc. 13389 which was instituted 
Feb. 5, 1960, to amend broadcast rules con- 
cerning announcement of sponsored pro- 
grams. This was done because, subsequently 
(on April 26, 1961), commission instituted 
separate rulemaking (Doc. 14094) proposing 
to amend rules to require “payola” an- 
nouncements to conform with the Sept. 
13, 1960 amendments to Communications Act 
which, among other things, redefined situa- 
tions in which broadcast licensees must 
make sponsorship identification announce- 
ments and which added section requiring 
disclosure by persons other than broadcast 
licensees who provide or receive valuable 
consideration for inclusion of any broad- 
cast matter. Action Aug. 23 


ACTIONS ON MOTIONS 


By Commissioner Robert T. Bartley 


a Granted petition by Robert F. Neathery 
and extended to Aug. 28 time to respond 
to petition by Broadcast Bureau to enlarge 
issues in proceeding on his application for 
new am station in Fredericktown, Mo., et 
al. Action Aug. 28. 

s Granted petition by John T. Carey Inc. 
(KROY) and Cal-Val Radio Inc. (KXOA) 
Sacramento, Calif., and extended to Sept. 5 
time to reply to opposition by Jack L. and 
Alyce M. Powell, Joint Tenants (KVON) 
Napa, Calif., to joint petition to intervene, 
reopen record, remand and enlarge issues 
and petition to sever in proceeding on 
KVON’s am application, et al., which is con- 
solidated for hearing. Action Aug. 28. 

a Granted petition by WDUL Tv Corp. 
(WHYZ-TV) Duluth, Minn., and extended 
to Oct. 13 time to file exceptions to initial 
decision in proceeding on its application for 
mod. of cp. Action Aug. 28. 

s Granted petition by Leo Joseph Theriot 
and extended to Oct. 18 time to file excep- 
tions to initial decision in matter of re- 
vocation of his license for am station KLFT 
Golden Meadow, La. Action Aug. 25. 

s Granted petition by Broadcast Bureau 
and extended to Sept. 5 time to respond to 
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PROFESSIONAL CARDS 








JANSKY & BAILEY 
Offices and Laboratories 
1339 Wisconsin Ave., N.W. 
Washington 7, D.C. FEderal 3-4800 
Member AFCOE 





JAMES C. McNARY 
Consulting Engineer 
National Press Bidg., 

Wash. 4, D. C. 

Telephone District 7-1205 

Member AFCCE 


—tstablished 1926— 
PAUL GODLEY CO. 


Upper Montclair, N. J. ™ 
Pilgrim 6-3000 
Laboratories, Great Notch, N. J. 
Member AFCOE 


GEORGE C. DAVIS 


CONSULTING ENGINEERS 
RADIO & TELEVISION 


527 Munsey Bidg. 
STerling 3-0111 
Washington 4, D. C. 


Member AFCCE 








Commercial Radio Equip. Co. 
Everett L. Dillard, Gen. Mgr. 


INTERNATIONAL BLDG. 
DI. 7-1319 


- 7-1 
WASHINGTON, D. C. 


P.O. BOX 7037 JACKSON 5302 
KANSAS CITY, MO. 


Member AFCCE 


A. D. Ring & Associates 


30 Years’ Experience in Radio 
Engineering 


1710 H St., N.W. Republic 7-2347 
WASHINGTON 6, D. C. 


Member AFOCE 


GAUTNEY & JONES 
CONSULTING RADIO ENGINEERS 
930 Warner Bidg. National 8-7757 

Washington 4, D. C. 
Member AFCCE 


Lohnes & Culver 
Munsey Building District 7-8215 
Washington 4, D. C. 
Member AFCCE 








MAY & BATTISON 
CONSULTING RADIO ENGINEERS 
Suite 805 
711 14th Street, N.W. 
Washington 5, D. C. 
REpublic 7-3984 
Member AFOOE 





L. H. Carr & Associates 
Consulting 
Radio & Television 
Engineers 
Washington 6, D. C. Fort Evans 
1000 Conn. Ave. Leesburg, Va. 
Member AFCCE 


KEAR & KENNEDY 
1302 18th St., N.W. Hudson 3-9000 
WASHINGTON 6, D. C. 
Member AFCOCE 





A. EARL CULLUM, JR. 
CONSULTING ENGINEERS 
INWOOD POST OFFICE 
DALLAS 9, TEXAS 
MElrose 1-8360 
Member AFCCE 








GUY C. HUTCHESON 


P.O. Box 32 CRestview 4-8721 
1100 W. Abram 


ARLINGTON, TEXAS 


SILLIMAN, MOFFET & 
ROHRER 


1405 G St., N.W. 
Republic 7-6646 
Washington 5, D. C. 
Member AFCCE 


LYNNE C. SMEBY 


CONSULTING ENGINEER 
AM-FM-TV 
7615 LYNN DRIVE 
WASHINGTON 15, D. C. 


OLiver 2-8520 


GEO. P. ADAIR ENG. CO. 
CONSULTING ENGINEERS 
Radio-Television 
Communications-Electronics 
1610 Eye St., N. W. 
Washington, D. C. 
Executive 3-1230 Executive 3-5851 
Member AFCOE 








WALTER F. KEAN 
CONSULTING RADIO ENGINEERS 
Associates 
George M. Skiom, Robert A. Jones 
19 E. Quincy St. Hickory 7-2401 


Riverside, Ill. (A Chicago suburb) 
Member AFOCE 


HAMMETT & EDISON 
CONSULTING RADIO ENGINEERS 
Box 68, International Airport 
San Francisco 28, California 
Diamond 2-5208 


JOHN B. HEFFELFINGER 
9208 Wyoming PI. Hiland 4-7010 


KANSAS CITY 14, MISSOURI 


JULES COHEN 
Consulting Electronic Engineer 


617 Albee Bidg. Executive 3-4616 
1426 G St., N.W. 
Washington 5, D. C. 


Member AFCOCE 








CARL E. SMITH 
CONSULTING RADIO ENGINEERS 


8200 Snowville Road 
Cleveland 41, Ohio 


Tel. JAckson 6-4386 
Member AFOOE 











J. G. ROUNTREE 
CONSULTING ENGINEER 


P.O. Box 9044 
Austin 17, Texas 
GLendale 2-3073 








VIR N. JAMES 
SPECIALTY 
DIRECTIONAL ANTENNAS 


232 S. Jasmine St. DExter 3-5562 


Denver 22, Colorado 
Member AFCOE 


JOHN H. MULLANEY 
and ASSOCIATES, INC. 


2000 P St., N. W. 
Washington 6, D. C. 
Columbia 5-4666 


Member AFOOE 








Service Directory 








COMMERCIAL RADIO 
MONITORING CO. 
PRECISION FREQUENCY 

MEASUREMENTS 
AM-FM 


-FM-TV 
103 S. Market St., 
Lee’s Summit. Mo. 
Phone Kansas City, Laclede 4-3777 


CAMBRIDGE CRYSTALS 
PRECISION FREQUENCY 
MEASURING SERVICE 
SPECIALISTS FOR AM-FM-TV 


445 Concord Ave., 
Cambridge 38, Mass. 


Phone TRowbridge 6-2810 





A. E. Towne Assocs., Inc. 
TELEVISION and RADIO 
ENGINEERING CONSULTANTS 
420 Taylor St. 

San Francisco 2, Calif. 

PR. 5-3100 





PETE JOHNSON 
Consulting am-fm-tv Engineers 
Applications—Field Engineering 

Suite 601 Kanawha Hotel Bidg. 
Charleston, W.Va. Dickens 2-6281 














BROADCASTING STATION 
CONSTRUCTION AM-FM 
Complete broadcast installation ser. 

BROADCASTING 
CONSTRUCTION 


SPECIALISTS 
P. O. Box 944 — Bristol, Virginia 





FREQUENCY 
MEASUREMENT 
AM-FM-TV 
WLAK Electronics Service, Inc. 
P. O. Box 1211, Lakeland, Florida 
Mutual 2-3145 3-3819 


MERL SAXON 
CONSULTING RADIO ENGINEER 


622 Hoskins Street 
Lufkin, Texas 
NEptune 4-4242 NeEptune 4-9558 








KEITH WILLIAMS and 
ASSOCIATES, ARCHITECTS 
Consultants—Radio Station Ae gs 


Planning Equipment layout 
Renevation Design 











CAPITOL RADIO 

ENGINEERING INSTITUTE 
Accredited Tech. Inst. Curricula 
3224 16 St., N.W. Wash. 10, D.C. 
Practical Broadcast, TV Electronics en- 
gineering home study and residence 
course. Write For Free Catalog. Spec- 
ify course, 











COLLECTIONS 
For the Indust 
ALL OVER THE WORLD 
TV—Radio—Film and Media 
Accounts Receivable 
No Collection—No Commission 
STANDARD ACTUARIAL 
WARRANTY CO. 
220 West 42nd St., N. Y. 36, N. Y. 
LO 5-5990 




















L. J. N. du TREIL 
& ASSOCIATES 
CONSULTING RADIO ENGINEERS 
10412 jefferson Highway 
New Orleans 23, La. 
Phone: 721-2661 








SPOT YOUR FIRM’S NAME HERE 


cians—a 
and facsimile facilities. 
*ARB Continuing Readership Study 
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joint petition for reconsideration or re- 


hearing filed by Alkima Bestg. Co. and 
Howard Wasserman in proceeding on their 
applications and that of Herman Handloff 
for new am stations in West Chester, Pa., 
and Newark, Del. Action Aug. 24. 

a Gran petition by Broadcast Bureau 
and extended to Aug. 24 time to reply to 
petition for reconsi eration of order de- 

ating for hearing and for grant of ap- 

lication without hearing by Andrew B. 

tson (WZRO) Jacksonville, Fla., in pro- 
ceeding on his am application. Action Aug. 
23. 


By Acting Chief Hearing Examiner Jay 
A. Kyle 

a Referred to commission for its con- 
sideration and attention petition by The 
Hearst Corp. (WISN) Milwaukee, Wis., to 
intervene, comments of Broadcast Bureau 
on that petition, reply by Hoosier Bestg. 
Corp., to petition to intervene, statement 
by the Hearst Corp., re comments of Broad- 
cast Bureau on petition to intervene, and 
petition by Independent Indianapolis Bestg. 
Corp. for extension of time in proceeding 
on applications of Sands Bestg. Corp., 
WIFE Corp., Hoosier and Independent for 
new am stations in Indianapolis, Ind. Ac- 
tion Aug. 29. 

a Granted petition by Stratford Becstg. 
Co. and dismissed without prejudice its ap- 
Plication for new am station in Stratford, 
Conn., and retained in hearing status re- 

—e applications in consolidation (East- 


mr Bestg. System = Brookfield, Conn., 
p tal). Action Aug. 
= Referred to it for its con- 


sideration and attention petition by WCAE 
Inc. (WRYT) Pittsburgh, Pa., for leave to 
intervene, reply by John T. Williams to that 
petition, comments by Lynne-Yvette Bestg. 
Co. to petition for leave to intervene or 
other relief, comments by Broadcast Bureau 
on petition and statement re comments of 
Broadcast Bureau on petition to intervene, 
by WCAE Inc., in proceeding on applica- 
tions of Lynne-Yvette and John T. Williams 
for new am stations in Albany and Ameri- 
cus, Ga. Action Aug. 29. 

s Continued oral argument scheduled for 
Sept. 5 on petition by Mel-Lin Inc. for leave 
to intervene in proceeding on am applica- 
tion of Andrew B. Letson (WZRO) Jackson- 
ville, Fla., and held same in abeyance pend- 
ing further order of chief hearing examiner. 
Action Aug. 23. 

s Granted petition by Broadcast Bureau 
and extended from Aug. 25 to Sept. 6 time 
to file proposed findings on issues 9 and 
10 in proceeding on applications of Beacon 
Bestg. System Inc., and Suburban Bestg. 
Inc., for new am stations in Grafton-Cedar- 
burg and Jackson, Wis. Action Aug. 23 

s Scheduled prehearing conference for 
Oct. 6 and hearing for Oct. 30 in proceeding 
on applications of Higson-Frank Radio En- 
terprises and Irving E. Penberthy for new 
am stations in Fresno. Calif. Action Aug. 23. 

s Granted petition by Lake Zurich Bestg. 
Co. and dismissed without prejudice its ap- 
plication and retained in hearing status ap- 
plication of Kenosha Bestg. Inc., both for 
— >= stations in Kenosha, Wis. Action 

ug. ; 


By Hearing Examiner Basil P. Cooper 


a Granted motion by applicant and con- 
tinued evidentiary hearing from Sept. 6 to 
pad which will be specified within 10 days 

commission has acted on presently 
pene Aah petition for reconsideration and 
grant without hearing in proceeding on am 
application of Andrew B. Letson (WZRO) 
Jacksonville, Fla. Action Aug. 23. 


By Hearing Examiner Isadore A. Honig 


s Granted request by Kenneth G. Prather 
and Misha S. Prather and extended date 
for exchange of applicants’ direct hearing 
exhibits from Aug. 25 to Sept. 1 in proceed- 
ing on their appl cation for new am station 
in Boulder, Colo., et al. Action Aug. 23. 


By Hearing Examiner Annie Neal Huntting 


a Granted petition . Broadcast Bureau 
and continued indefinitely certain proce- 
dural dates in a on am applica- 
of Kent- Bests. Co., Kent, 
Ohio, et - including hearings (Sept. 
and, Oct. 10) and prehearing conference 
(Oct. 3). Action Aug. 24 
ole Denied motion by Grossco Inc. to strike 
findings oS saee ca ye oo ee pntee 
ite Bestg. Inc., in p 
application and thet of of Bevksnine Bestg. 
ae for new am stations in Hartford and 
‘est Hartford, Conn. Action Aug. 22. 
bs: Granted petitions by M ville Bestg. 
Co and by Broadcast Bureau and extended 
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to Sept. 1 time to file oon or replies 
to petition by Carnegie Corp. to add 
Evansville issue in consolidated am pro- 
ceeding on applications of Kent-Ravenna 
Bestg. Co., Kent, Ohio, et al. Action Aug. 
21. 


sa Granted petition by by og Bestg. Co. 
and severed from consolidated proceeding 
in which it was heard its application for 
new am station in Halfway, Md. and re- 
tained The Monocacy Bestg. Co. as party 
to severed proceeding Action Aug. 21 


By Hearing Examiner David I. Kraushaar 


a Granted Dany ~ by Broadcast Bureau 
and extend to Sept. 1 time to reply to 
petition by Tinker Area Bestg. Co. for leave 
to amend its application for new am station 
in Midwest City, Okla., which aa consoli- 
dated for hearing. Action Aug. 2 

a Granted motion by Marietta Bests. Inc. 
(KERO-TV ch. 10) Bakersfield, Calif., and 
ordered that new deadline for filing of pro- 
posed findin = sph’ on all phases of proceeding 
in matter o od. of its license is estab- 
lished as 20th day after date on which 
record is to be closed again as prescribed 
by Sec. 1149(a) of rules and that no fur- 
ther request for extension will be granted 
for any reason whatsoever. Action Aug. 23. 


By Hearing Examiner Herbert Sharfman 


a Granted motion by Elgin Bestg. Co. 
(WRMN) Elgin, Ill... and corrected tran- 
script of hearing in proceeding on its am 
application, et al., which is consolidated 
for hearing. Action Aug. 29. 

a Granted motion by McLean County 
Bestg. Co., Normal, Ill., and extended to 
Sept. 15 time to io respond to petitions by 
Quincy Best GEM) Quincy, Ill., 
and Rockfor ee Inc. (WROK), Rock- 
ford, Ill., for leave to amend their am ap- 
plications, and continued date for —a 
of exhibits from Aug. 31 to Sept. 25, notifi- 
cation of witnesses desired for cross-exami- 
nation from Sept. 8 to Oct. 3., and hear- 


t 
ing from Sept. 13 to Oct. 9. Action Aug. 23: « 


BROADCAST ACTIONS 
by Broadcast Bureau 


Actions of Aug. 29 


KCFH Cuero, Tex.—Granted involuntary 
assignment of license to Margaret Respon- 
dek, individually and as community ‘ad- 
ministrator of estate of Alphonse M. 
Respondek, deceased. 

WNBE-TV New Bern, N. C.—Granted as- 
signment of cp to Piedmont Tv Corp. 

WIAC-FM San Juan, P. R.—Granted li- 
cense for fm station. 

KLEN-FM Killeen, Tex.—Granted mod. of 
cp to change type trans., subject to sub- 
mission of sufficient data in accordance 
with Sec. 3.250 of rules for type acceptance 
of trans. 

KTAL-TV Texarkana, Tex.—Granted mod. 
of cp to change type trans. 


Actions of Aug. 28 


WDAU-TV Scranton, Pa.—Granted mod. 
of license to make minor change in visual 
trans. (main trans. & ant.). 

a Following stations were granted mod. 
of cps to See type trans.: WFAX Falls 
Church, Va.; KIST Santa Barbara, Calif.: 
WEEW Washington, N. C.; WMFJ ‘Daytona 
Beach, Fla.; WERA Plainfield, N. J., and 
specify studio location. 

WERA Plainfield, N. J.—Granted cp to in- 
stall new trans. at main trans. location for 
auxiliary purposes. 

s Following stations were granted ex- 
tensions of completion dates as shown: 
WMEW Baltimore, Md., to Jan. 4, 1962; 
KBER San Antonio, Tex., to Dec. 7; KGTV 
(TV) Pocatello, Idaho, to Feb. 28, 1962; 

*WSIU-TV Carbondale, Ill., to Feb. 1, 1962. 

a Approved specifications submitted by 
Kentuckiana Tv Ine,,. for operation of 

LKY(TV) Louisville, Ky., on ch. 32 pur- 
suant to report and order which substi- 
tuted ch. 32 for ch. 51 and modified WKLY 
authorization accordingly, effective August 
7; ERP vis. 234 kw, aur. 120 kw, ant. 230 ft. 


Actions of Aug. ‘25 


s Granted cps for followin, ag © ha tv 
translator stations: ay Va. oy Mae 
Inc. on chs. 9, 11, 13, 8, 10, 12 Rural _— 
Island and Malaga area, South Wenatchee 
uilchuck area, Cashmere, 
rural upper Squilchuck, rural Monitor area, 
rural Baker t area, all Washington, to 
translate programs of. KREM-TV ch. 2 S <4 
kane, Wash., via ch. 7 Wenatchee and 
Wenatchee area (Jump Off Ridge), Wash 
KXLY-TV ch. 4 Spokane, Wash., via ch. 74 
Wenatchee and East Wenatchee area (Jump 


Off Ridge), KHQ-TV ch. 6 Spokane, via 
ch. 77 Wenatchee and East Wenatchee area 
(Jump Off Ridge), KREM-TV ch. 2 Spo- 





kane Wash., via ch. 7. Wenatchee and East 
Wenatchee area (Jump Off Ridge) via ch. 
8 South Wenatchee and lower Squilchuck 
— (Badger Mountain), Wash., KXLY-TV 

4 Spokane, Wash. via ch. 74 Wenatchee 
pr East Wenatchee area (Jump Off Ridge), 
Wash., via ch. 10 South Wenatchee and 
lower Squilchuck area (Badger Mountain), 
Wash., KHQ-TV ch. 6 Spokane, Wash., via 
ch. 77 Wenatchee and East Wenatchee area 
(Jump Off oo ah Wash. via ch. 12 South 
Wenatchee lower Squilchuck area 
(Badger Mountain), Wash. 

s Granted licenses for following am sta- 
tions: WRJS San German, P. R.; KFRA 
Franklin, La., and specify type trans.; 
KWSL Grand Junction, Colo.; KATO Saf- 
ford, Ariz., and specify type trans. 

s Following stations were granted licenses 
covering increase in daytime power and 
installation of new trans.: WSIC States- 
ville, N. C., and WHOU Houlton, Me. 

WBRB Mt. Clemens, Mich.—Granted li- 
cense covering changes in DA system and 
change of ant.-trans. location. 

WRIG Wausau, Wis.—Granted cp to in- 
stall new trans. 

KPAC-TV Port Arthur, Tex.—Granted cp 
to utilize bottom half of licensed ant. at 
main trans. and ant. location for auxiliary 
ant. facilities; conditions. 

WLAY Muscle Shoals, Ala.—Granted mod. 
of cp to change type trans. 

KSUD West Memphis, Ark.—Granted mod. 
re cp to change trans. location and type 
rans. 

KATQ Texarkana, Tex.—Granted mod. of 
cp to change type trans. 

KFMW San Bernardino, Calif.—Granted 
change of remote control authority; condi- 


tion. 

, KLUK Evanston, Wyo.—Granted authority 
to operate from 6:30 a.m. to 6:30 p.m. week- 
days and Saturdays and from 8:00 a.m. to 
4:00 p.m. on Sundays except for special 
events for period ending Nov. 30. 

a Following stations were granted exten- 
sions of completion dates as shown: KCDI 


Kirkland, Wash., to March 4, 1962; KEEL 
Shreveport, La., to Jan. 1, 1962; WZUM 
Carnegia, Pa., to Dec. 7; KVEC- -FM San 


Luis Obispo, Calif., to Jan. 1, 1962; KPOL- 
FM Los Angeles, Calif., to Nov. 1; KVOX- 
FM Moorhead, Minn., to March 18, 1962; 
WYCR(FM) York-Hanover, Pa., to Jan. 15, 
1962; WAJC(FM) Indianapolis, Ind., to Nov. 
30; KOBY Tucson, Ariz., to Jan. 4, 1962: 
WKFE Yauco, P.'R., to Nov. 6; WBNB 
Charlotte Amalie, St. Thomas, V. I., to 
March 11, 1962. 


Actions of Aug. 24 


KPAC-TV Port Arthur, Tex.—Granted 
mod. of cp to change type ant., and make 
other equipment changes in ant. system 
(main trans. and ant.). 

KIBS Bishop, Calif.—Granted increased 
daytime power on 1230 ke from 250 w to 
1 kw. continued nighttime operation with 
250 w, and install new trans.; conditions. 

s Granted licenses for following am sta- 
tions: KEDD Dodge City, Kan., condition: 
WSKT Colonial Village, Tenn. 

WTHE Spartanburg, S. C.—Granted li- 
cense covering change of main studio lo- 
cation, deletion of remote control operation 
and installation new trans. 

WFTM Maysville, .Ky.—Granted license 
covering installation of new trans. and re- 
mote control operation. 

WGPC Albany, Ga.—Granted license 
covering increase in daytime power and 
installation of new trans. 

KR Fayetteville, Tenn.—Granted li- 
cense covering increase in daytime power 
and installation of new trans. 

WESX Salem, Mass.—Granted license 
covering increase in daytime power, in- 
Stallation of new trans. and DA for day- 
time use. 

WARK Hagerstown, Md.—Granted license 
covering increase in daytime power and 
ae of new trans. 

WJOI Florence, Ala—Granted mod. of 
license to operate trans. by remote control 
(by employees of station only). 

KCCL Paris, Ark.—Granted mod. of li- 
cense to change name to Logan County 
Bestg. Co 

KGIN-TV Grand Island, Neb.—Granted 
mod. - Aa change ERP to vis. 278 kw, 
aur. type trans., type ant., and 
make y in ant. system; ant. 1,010 ft. 

KSEA(FM) San Diego, Calif.—Granted 
mod. of cp to change ant.-trans. location, 
decrease ant. height to 97 ft., and increase 
ERP to 29.5 kw; and extension of com- 
pletion date to Oct. 18 

WENZ Highland Springs, 
control permitted. 

KBLU Yuma, Ariz.—Remote control per- 
mitted. 


Va.—Remote 
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ON AIR 
Lic. Cops. 
AM 3,576 44 
FM 862 62 
TV 486° 60 


VHF 
Commercial 466 
Non-commercial 38 


Licensed (all on air) 

Cps on air (new stations) 

Cps not on air (new stations) 

Tota! authorized stations ; ; 
Applications for new stations (not in hearing) 
Applications for new stations (in hearing) 
Total applications for new stations 


Applications for major changes (in hearing) 
Total applications for major changes 
Licenses deleted 

Cps deleted 


licenses. 





SUMMARY OF COMMERCIAL BROADCASTING 
Compiled by BROADCASTING Aug. 31 


OPERATING TELEVISION STATIONS 
Compiled by BROADCASTING Aug. 17 


COMMERCIAL STATION BOXSCORE 
Compiled by FCC July 31 


Applications for major changes (not in hearing) 


1There are, in addition, 10 tv stations which are no longer on the air, but retain their 


cP TOTAL APPLICATIONS 
Not on air For new stations 
111 852 
187 141 
88 96 


UHF TV 
79 545 
17 55 


AM FM | 
3,556 841 487° 
53 55 57 
155 201 99 
3,766 1,097 654 
519 69 27 
174 28 47 
693 97 74 
496 49 40 
148 6 13 
644 55 53 
2 0 0 
0 a 0 





Actions of Aug. 23 


= Granted cps for following new vhf tv 
translator stations: Iron County on chs. 12, 
10 and 8 Kanarraville and New Harmony, 
Utah, to translate programs of KSL-TV 
ch. 5 Salt Lake City, Utah, via ch. 13 
Beaver City, Utah, via ch. 5 Enoch, Utah, 
KCPX-TV ch. 4 Salt Lake City, Utah, via 
ch. 11 Beaver City, Utah, via ch. 4 Enoch, 
Utah, KUTV ch. 2 Salt Lake City, Utah, via 
ch. 9 Beaver City, Utah, via ch. 2, Enoch, 
Utah. 


= Granted licenses for following am sta- 
tions: WPUP Gainesville, Fla., and specify 
studio and remote control location; WEND 
Ebensburg, Pa., and specify studio location; 
WRSC State College, Pa., and specify studio 
and remote control point; KAPY Port 
Angeles, Wash. . 

s Granted licenses for following fm sta- 
tions: WCRT-FM Birmingham, Ala.; WAAB- 
FM Worcester, Mass.; KHOM_ Turlock, 
Calif. KTIM-FM San Rafael, Calif.; KDEF- 
FM Albuquerque, N. M. ‘ 

WMUU-FM Greenville, S. C.—Granted li- 
cense covering increase in ERP, change in 
ant. height, installation of new trans., ant., 
and changes in ground system. 

WEPM Martinsburg, W. Va.—Granted li- 
cense covering increase in daytime power 
and installation of new trans. 

WFLM(FM) Fort Lauderdale, Fla.— 
Granted license covering change of trans., 
increase in ERP and decrease in ant. height. 

WJDX-FM Jackson, Miss.—Granted license 
covering installation of new trans. and ant. 
at main trans. site as auxiliary trans. 

WMBD-FM Peoria, Ill.—Granted license 
covering installation of new trans., change 
trans. location, ant. and ant. system, in- 
crease ERP and ant. height, and deletion of 
remote control. 

s Granted cps for following new vhf tv 
translator stations Peetz Lions Club on ch. 

Peetz, Colo., to translate programs of 
KOA-TV ch. 4 Denver, Colo.; Pioneer Tv 
Assn. on chs. 10, 6 and 4 Indian Springs, 
Nev. (KLRJ-TV ch. 2 Henderson, KSHO- 
TV ch. 13 Las Vegas, and KLAS-TV ch. 8 
Las Vegas, all Nev.). Townsend Tv Club on 
ch. 10 Townsend, Mont. (KXLF-TV ch. 4 
Butte, Mont.); Quinault Tv Inc. on ch. 10 
Quinault, Wash. (KING-TV ch. 5 Seattle, 
Wash.); Battle Mountain Tv Assn. on chs. 
4, 6 and 2 Minturn and Gilman, Colo. 
(KFBC-TV ch. 5 Cheyenne, Wash. via ch. 
7 Minturn, Eagle and Eagle River Valley 
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(Castle Peak), Colo., KOA-TV ch. 4 Denver, 
Colo., via ch. 10 Minturn, Eagle and Eagle 
River Valley (Castle Peak), Colo.’ and 
KBTV ch. 9 -Denver, Colo., via ch. 2 
Kremmling (Yust Ranch), Colo., via ch. 13 
Minturn, Eagle and Eagle River Valley 
(Castle Peak), Colo.). 

WIFI(FM) Philadelphia, Pa.—Granted li- 
cense covering installation of new trans.; 
ant.. and change ant. height. 

WFBR Baltimore, Md.—Granted license 
covering installation of new trans. as auxili- 
ary trans. with remote control operation. 

WFUN South Miami, Fla.—Granted license 
covering installation of auxiliary trans. 

w Frankfort, Ky.—Granted license 
covering use of old main trans. as auxiliary 
trans. at main trans. location with remote 
control operation. 

WMAK Nashville, Tenn.—Granted mod. of 
license to change name to WMAK Inc. 

WABC New York, N. Y.—Granted cp to 
install new auxiliary trans. at present main 
trans. location: remote control permitted; 
without prejudice to whatever action Com- 
mission may deem appropriate in light of 
any information developed in pending in- 
quiry concerning compliance with Sec. 317 
of Communications Act, and to such action 
as commission may deem warranted as 
result of its final determinations with re- 
spect to: (1) conclusions and recommenda- 
tions set forth in the report of Network 
Study Staff; and (2) related studies and 
inquiries now being considered or con- 
ducted by commission. 

WTTN-FM Watertown, Wis.—Granted mod. 
of cp to make changes in trans. equipment 
a line) and increase ERP to 

w. 

WKET-FM Kettering, Ohio—Granted mod. 
of cp to change studio and ant.-trans. lo- 
cation, type trans., ant. system (decrease 
height), ant. 70 ft., and decrease ERP to 
27 kw; condition. 

KCIB(FM) Fresno, Calif—Granted mod. 
of cp to increase ERP to 48 kw. change 
type trans. and type ant.; conditions. 

WQMF(FM) Babylon, N. Y.—Granted mod. 
of cps to change type trans. and type ant. 

KAPP(FM) Redondo’ Beach, Calif.— 
Granted mod. of cp to make change in ant. 
system (install new ant.) and change ERP 
to 1 kw (horizontal) and 450 w (vertical). 

*WNUR(FM) Evanston, Ill.—Granted mod. 
of cp to change t trans., ant., and de- 
crease ERP to 1.05 kw; condition. 


s Following stations were granted exten- 
sions of completion dates as shown: WVCA- 
FM Gloucester, Mass., to April 23, 1962; 
KXQR(FM) Fresno, Calif., to Sept. 30; 
KVEN-FM Ventura, Calif., to Dec. 28; KVEL 
Vernal, Utah. to Nov. 7; WSLS Roanoke, 
Va., to Dec. 20; KQV-FM Pittsburgh. Pa., 
to Jan. 1, 1962, without prejudice to what- 
ever action commission may deem appropri- 
ate in light of any information developed in 
pending inquiry concerning compliance 
with Sec. 317 of Communications Act, and 
to such action as commission may deem 
warranted as result of its final determina- 
tions with respect to: (1) conclusions and 
recommenadtions set forth in report of 
Network Study Staff; and (2) related 
studies and inquiries now being considered 
or conducted by commission. 

KQBY-AM-FM San Francisco, Calif— 
Granted extension of authority to Oct. 16 
to remain silent pending action on appli- 
cations for assignment of license to Atlas 
Bestg. Co. 


Actions of Aug. 22 


s Granted cps for the following new vhf 
tv translator stations: Sweetwater Tv Assn. 
on ch. 3 Sweetwater Creek, Colo. to trans- 
late programs of KFBC-TV ch. 5, Cheyenne, 
Wyo., via ch. 7 Eagle (Castle Peak), Colo.; 
Kanab Lions Tv on chs. 5 and 2 Kanab, 
Utah, and Fredonia, Ariz. (KLRJ-TV ch. 2 
Henderson, Nev.. via K10BW Santa Clara 
and Wash. (Beaver Dam Mountains). Utah, 
via ch. 2 Fredonia, Ariz., and KLRJ-TV ch. 
2 Henderson, Nev. via K10BW Santa Clara 
and Wash. (Beaver Dam Mountains), 
Utah); Carbon County on chs. 12, 10 and 8 
Scofield, Utah (KSL-TV ch. 5, KCPV-TV 
ch. 4 and KUTV ch. 2 all Salt Lake City, 
Utah); Ferdinand Tv Service on chs. 7, 
and 11 Ferdinand, Idaho (KXLY-TV ch. 4, 
KREM-TV ch. 2 and KHQ-TV ch. 6 all 
Spokane, Wash., conditions): Santa Rita 
Tv Assn. on chs. 7 and 2 Santa Rita. N. M. 
(KELP-TV ch. 13 and KROD-TV ch. 4 both 
El Paso, Tex.); Iron County on chs. 3, 8, 
10, 2, 4, 5, 7, 9 and 11, Parowan, Enoch, 
Modena and Beryl Junction, Cedar City and 
Iron Springs, Utah (KUTV ch. 2 Salt Lake 
City, Utah, via ch. 9 Beaver Citv, Utah, 
KCPX-TV ch. 4 Salt Lake City, Utah, via 
ch. 11 Beaver City, Utah, KSL-TV ch. 5 
Salt Lake City, Utah via ch. 13 Beaver City, 
Utah, KSL-TV ch. 5 Salt Lake City, Utah, 
via K12AQ Milford, Utah, KCEPX-TV ch. 4 
Salt Lake City, Utah. via K10AL Milford, 
Utah, KUTV ch. 2 Salt Lake City, Utah, via 
KO08AO Milford, Utah, KUTV ch. 2 Salt 
Lake City, Utah, via ch. 9 Beaver City, 
Utah, via ch. 2 Enoch, Utah, KCPX-TV ch. 
4 Salt Lake City, Utah, via ch. 11 Beaver 
City, Utah, via ch. 4 Enoch, Utah). 

Iron County, Cedar City & Iron Springs, 
Utah—Granted cp for new vhf tv translator 
station on ch. 13 to translate programs of 
KSL-TV ch. 5 Salt Lake City. Utah. via 
3 oy Beaver City, Utah, via ch. 5 Enoch, 

ah. 


Rulemakings 
PETITIONS FILED 


Sec. 3.606: Alfred E. Anscombe, WBJA-TV 
Binghamton, N. Y. (8-22-61)—Requests 
amendment of rules so as to assign ch. -34 
to Binghamton, N. Y., by making following 
proposed changes: 


Present Proposed 
Binghamton, 12—, 40, 12—, 34, 
) *46—, 56+ 40, *46+ 
Ithica, N. Y. *144+, 20— *144+, 56+ 
Wilkes Barre, 28, 34 28, 73 
a. 


Further requests that WBJA-TV be or- 
dered to show cause why its authorization 
for ch. 56 should not be modified to specify 
queseuien on ch. 34 at Binghamton. Ann. 

ug. 25. 

Sec. 3.606: Alvarado Tv Inc. KOAT-TV 
Albuquerque, N. M. (8-22-61)—Requests 
amendment of rules so as to delete ch. 2 
assigned to Santa Fe, N. M., and assign 
ch. 2 to Albuquerque, N. M. or, in alterna- 
tive, to change assignment of ch. 2 so as 
to make it available in both Santa Fe and 
Albuquerque as hyphenated assignment: 
ee Fe, N. M.” Ann. Aug. 


Sec. 3.606: Rankin Fite & Robert H. 
Thomas, Hamilton, Ala. (8-22-61)—Requests 
amendment of rules so as to alocate ch. 25 
to Hamilton, Ala. by making following 
proposed changes: 


Present Proposed 
Hamilton, Ala. None 25 
Humbolt, 25 49 
Tenn. 
Ann. Aug. 25. 
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RADIO 


Help Wanted—(Cont’d) 


Help Wanted—(Cont’d) 





Help Wanted—Management 





Sales 


Announcers 





meral manager for new southern radio 
Stren in grow small town market; 
excellent opport ity for young man _ with 
experience sales, production, news. Profit 
sharing. Write fully Box 566G, BROAD- 
CASTING. 





General manager with local, al and 
national sales —. “i 
experience necessary. 
of operation. Guaranteed salary in five fig- 
ures. Station in urban area ef top 
markets, e power increase this year 
it competitive with all 
others in market. Send complete resume 
to Box 577G, BRO. G. 
Southern group—top-rated metro stations 
—expandin eekin two potential man- 
agers as , married. Guaran- 
tee—moving—rapid qin any on — 
—area ai ican refe 2 
=, Box 629G, BROAD- 








Manager—experienced country-western op- 
eration. Lares metropolitan eastern mar- 
ket. Y 


a oe ive ownership. Box 
768G, BRO G. 


Sales manager of proven sales ability. Good 
money for a man with ideas and desire to 
work. Midwest station. Box 874G, BROAD- 
CASTING. 








Commercial mannages, metrepoliae. _ — 

twenty-five markets. selling man- 

ager. local level. Box 886G, BROADCAST- 
G. 





Sales 


Detroit—Good money and top future for 
salesman who is looking upward. Multiple 
chain. Box 756E, BROADCASTING. 


Salesman—large —— area. New 
management. W: . ‘o. Syracuse. Box 
769G. BROADCASTING. 


Progressive single market station is looking 
for a sales manager interested in se’ 

in growing Texas community city of 10.- 
000. Good Sey. pleasant working 
conditions. Must be experienced in sales 
and prefer air voice if possible. Job is now 
open but will wait for t application. 
Box 799G, BROADCASTING. 














Wanted ... Sales manager, 5000 watts, 
major market station in N. Carolina. Must 
be excellent salesman. Top salary. Apply 
Box 845G, BROADCASTING. 


Great opportunity in metropolitan market. 
and commissions. Box 887G, BROAD- 
G. 








Selling, sales manager for 100,000—2 station 

market. Niagara Falls, N. Y. Security and 

= earnin for sound man. Box 890G, 
ROADCAS' G. 


$350.00 plus commission. Call Jack Powell, 
KVON, Napa, California. BAldwin 6-2023. 


ae, eapen fe rates sot Nae 
wan small market, salary and commis- 
sion, write KINY, 231 S. Franklin St., 
Juneau, Alaska. 











Experienced announcer desiring extra in- 
come thru sales. KTFI, Twin Falls, Idaho. 





AM-FM—Soon to be 

Stereo Station”—interested in ¢ ding 
sales staff-producer has future. ings 
commensurate with experience. Contact 
Charles Gerber, WA’ 26 W. Pennsylvania 
Avenue, Towson 4, land. 


Five figures easy for real hustler. Liberal 
draw, commission, expenses. Agencies, 
direct list. Personal interview, contact Gen- 
= page, WHIM, Providence, Rhode 
sland. 





Veteran Sportscaster. Seeking permanent po- 
sition 25,000-100,000 market. Can double as 
pd, newscaster, staff, disc and/or sales. Box 
916G, BROADCASTING. 





Good salary, plus commission on every 
dollar, insurance benefits, business expense 
reimbursement, other benefits for experi- 
enced, energetic advertising salesman with 
future in d. Organization owns several 
radio stations and builds several stations 
as consultants annually. Openings, Denver 
and other intermountain cities immedi- 
ately. Promotion to sales manager and 
manager based on proved success with us. 
Send complete resume to North America 
4 Comey, 366 South Fifth 
East, Salt Lake City, Utah. 
Wanted: Top sales manager. Draw against 
commissions. Write Mr. Burt Squire, Geneva 
Hotel, - Geneva, Il. 








Radio television jobs. Over 630 stations. All 
major markets, midwest saturation. Write 
Walker Employment, 83 South 7th Street. 
Minneapolis 2, Minn. 





Announcers 





Top power station in growing Southwest 
market has opening for afternoon male 
personality with proven record. No rock 
and roll. Send audition, background and 
photo first letter to program director. Ref- 
erences will be checked. Box 750G, BROAD- 
CASTING. 





“Ayem” humorous deejay to replace one 
we may lose to service. Adult music station 
in major market fringe. Funny but not 
silly, run own board. Many benefits. Send 
details, salary expected, and tape to Box 
765G, BROADCASTING. 


Montana network station needs quality first 
hone announcer. Excellent opportunity 





‘or e rienced man to join solid opera- 
tion. Forward resume including character 
, BROAD- 


and credit references. Box 7 
CASTING. 





Virginia full time network st>*:on needs 

announcer. Will consider beginner with 
tential. Tape and resume first letter. 
x 786G, BROADCASTING. 


Nation’s highest rated chain has opening 
for bright and aggressive afternoon traffic 
D.J. Must have warm and happy = 
ality, with emphasis on tight production. 
Send tape, photo and resume, includin 
references. Box 790G, BROADCASTING. 


Pleasant adult voice with radio experience 
for nighttime fm good music station. Ca- 
pable of doing some play by play sports 
an opportuni for some sales plus 
commission. Box 797G, BROADCASTING. 











Morning man-program director. Network 
station. Experienced, no screamer. North- 
east Box 847G, BROADCASTING. 


Midwest regional network affiliate needs 
mature vo announcer. Adult 
ming. Long established station. 
cent tape, recent photo, complete informa- 
tion = » experience (both announcing 
and ) marital status and salary ex- 
pectations. Box 850G, BROADCASTING. 





2 swinging personality DJ., first phone. 
straight delivery, all new c/w _ station. 
Beautiful northwest area, outstanding hunt- 
ing, fishing, water sports, etc. Moderate 
climate, must be experienced and polished. 
Box 853G, BROADCASTING. 


Gals! If you're pretty, witty and mellow 
voiced; can run a modern style dj show 
and double in sales or office; send tape, 
picture, resume and references to Box 855G, 
BROADCASTING. 


Weekend announcer. North Jersey, 11% 
hours drive from New York. Box 829G, 
BROADCASTING. 


Kentucky station needs combination engi- 
neer-announcer, air-time 24 hours weekly; 
combination sales-announcer, air-time 20 
hours weekly; also needs additional an- 
nouncer, air-time 44 hours weekly. Im- 
mediate openings for competent personnel. 
Well-known dependable operation. Send 
resume of training, experience, picture and 
tape. Box 879G, BROADCASTING. 


Mature announcer for personality show. 
Background in other departments, helpful. 
Security with solid New York State station. 


reat be reliable. Box 888G, BROADCAST- 

















Opportunity married staff announcer. Out- 
line experience. KFRO, Longview, Texas. 





Experienced Texas announcer wanted. News 
and good music. $75 weekly. Vacations and 
good working conditions. Audition in per- 
son 1 to 3 p.m., Monday thru Friday or 
send tape, picture and resume to KNET, 
Palestine, Texas. 





Alaska—top rated 5 KW. Good pop. Ex- 
perienced DJ. plus news. $700 mo. start. No 
beginners. KHAR, Pouch 7-016, Anchorage. 


Going nights in October. Need ambitious 
evening announcer with first phone for 
college audience. Salary includes base guar- 
pees = —— ~ are local and 
egional accounts. n tape-resume to 
KLGN, Logan, Utah. “$ 








Newsman’s newsman for swinging, power- 
ful, persuasive department. Mature voice 


and presentation. Now. KSTT, Davenport, 
Iowa. 





Good board operator, announcer with com- 
tent news delivery. No “personality.” 
aytime station, good fishing hunting coun- 

try. Prefer young single man. Immediate 

opening. KVWM, Show Low, Arizona. 


5000 watt daytimer in Great Plains needs 
announcer with emphasis on news and 
sports, who can also service accounts and 
write copy. Must be willing to live in small 
agricultural town and fit into good music 
format. Send air-check, picture, resume, 
and references regarding past employment, 
character and credit. Working conditions 
fine, salary open. Sales helpful. Contact Al 
Clark, Gen. Mgr., KWYR, Winner, S. D. 








Combo, first class ticket essential. “Smooth- 
sound” station, no rock and roll screamers, 
please. Salary good, based on applicants 
ability and knowledge in both announcing 
and ___ engineering. Immediate opening. 
WCNL, Newport, New Hampshire. 


Rand Broadcasting Company — WIN Z, 
Miami, WINQ, Tampa, WEAT, WEAT-TV, 
West Palm Beach, Florida. Looking for the 





best—music men and newsmen. Send eps. 
icture and ba und to Dick Doty, V: 
esident, Rand 


roadcasting Co., B e 
Florida. 


Terrace Hotel, 
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Help Wanted—(Cont’d) 


Help Wanted—(Cont’d) 





Situations Wanted—(Cont’d) 





Announcers 


Technical 





Management 





Announcer wanted, some experience, must 
be able to read, have voice. Available at 
once. Send tape, resume and photo to 
WEPM, Martinsburg, West Virginia. Tele- 
phone AM 3-5252. 





WIRK, top rated Florida Gold Coast for- 
most station needs experienced morning 
man strong on news. Send air-check as dj 
and newscaster and full resume including 
armed forces recall status to Box 2148, West 
Palm Beach, Florida. 





Need disc jockey who can assist with play 
by play sports. Position available because 
of service cali-up. Send tape, resume or 
call WIZE, Springfield, Ohio. 





Excellent opportunity for bright, sharp 
morning man. Immediate opening. Beauti- 
ful college community situated recrea- 
tional tourist area. Better than average 
salar~ Send tape and resume to Jamés 
McDonald, WMGW, Meadville, Pennsyl- 
vania. 





Good announcer with first phone, capable 
of routine maintenance ideal working con- 
ditions with adult station in southeast 
Florida. Resort area. $450 monthly plus 
free waterfront home. WSTU, Stuart, 
Florida. Les Combs. 





Progressive radio station seeking solid, 
happy voiced announcer. Production a 
must. $90.00 if worth it. Send tape, picture 
and particulars to wTHE Radio, Spartan- 
burg, S. C. 


Gueitty Illinois (not Chicago) regional full- 
timer needs a bright, mature professional, 
adept with board, smooth but strong de- 
livery. If have news gathering and writin 

ability, so state. Fine opportunity; libera 
pay and benefits. Permanent, prefer family 
man. Pleasant, prosperous community. Write 
resume, references and salary requirements 
to Box 914G, BROADCASTING. 


Immediate opening WIBX, Utica, New York 
for experienced, compatable personality. 
Versatility, reliability, showmanship re- 
quired. pportunities rewarding. Personal 
interview after tape, photo, resume. State 
salary requirements. Box 915G, BROAD- 
CASTING. 


Announcer-copywriter. Accent on news. $400 
to $433 per month start. KBRZ Freeport, 
Texas. 


Announcer with ist phone. Small market. 
Permanent job. References required. Aubrey 
Mays, KSML, Seminok, Texas. 


Immediate-announcer, first phone. 5 kw-full 
time, small market. Possible pd opening. 
Relaxed programming. Heart of nation’s 
best hunting and fishing. Will train, must 
be permanent. KSVC—Richfield, Utah. Call 
Bill King, Manager, TW-6-4456. 


New Illinois daytimer needs experienced 
dj plus news director by October ist. Rush 
tape, resume, and pix to Jerry Collins, 5 
Ryan, Bloomington, Illinois. 


Wanted: 3 dj’s. First class ticket. $400 per 
month. Write Mr. Burt Squire, Geneva 
Hotel, Geneva, Il. 


Experienced combo announcer-production, 
announcer-sales, or announcer-first class 
license. Box 1056, Twin Falls, Idaho. 


Radio television jobs. Over 630 stations. All 
major markets, midwest saturation. Write 
Walker Employment, 83 South 7th Street, 
Minneapolis 2, Minn. 


Technical 


North Carolina daytimer needs chief engi- 
neer with announcing secondary. Experi- 
a necessary. Box 752G, BROADCAST- 






































Daytimer needs chief engineer-announcer. 
Announcing secondary. Prefer man who 
has done installation. Small market in 


me Carolina. Box 753G, BROADCAST- 


Man who is now chief engineer or as- 
sistant. Experienced in all phases of broad- 
cast equipment, maintenance and operation 
and now has a sincere desire to step up to 
a responsible sales position with broadcast 
equipment manufacturer. Box 911G, BROAD- 
CASTING. 








BROADCASTING, September 4, 1961 


Chief engineer needed for midwest 5 kw 
directional station. $575 per month plus 
fringe benefits. Minimum 4 years experi- 
ence as chief. Box 794G, BROADCASTING. 


Qualified engineer wanted, with knowledge 
of RCA 10,000 watt transmitter, Collins 
equipment, RCA magnetic disc, able to 
handle full studio maintenance. Produc- 
tion knowledge an asset. Large metro- 
politan eastern station. Starting salary, $6,- 
500.00 per year. Apply Box 884G, BROAD- 
CASTING. 


Chief engineer—suburban Chicago. 5 kw 
6 tower am. kw-fm. Two multiplex 
channels. Immediate opening. Permanent 
position fast growing station. Both trans- 
mitters new. Station under same owner- 
ship-management as when established 16 
years ago. Complete details including ey 
requirements rst letter or phone call. 
Paes Wheeler, WEAW, Evanston, Ill., UN 


Radio television jobs. Over 630 stations. All 
major markets, midwest saturation. Write 
Walker Employment 83 South 7th Street, 
Minneapolis 2, Minn. 


Production—Programming, Others 


Continuity writer. Experienced. 1,000 watt 
independent in midwest market. Send de- 
tails, references and salary requirements. 
Box 821G, BROADCASTING. 




















Experienced man for local news and sports 
little announcing. Emphasis on news. Me- 
dium northeast market. References re- 
quired. Box 889G, BROADCASTING. 


Positions open in both radio and television 
continuity. Fine opportunity with progres- 
sive organization in South Dakota's largest 
city. Send complete resume, including copy 
samples and recent photo, to John Kurtz, 
KSOO TV, Inc., 205 North Phillips, Sioux 
Falls, South Dakota. 


Experienced and aggressive program and 
audience promotion man to work with our 
sales promotion staff in radio and tele- 
vision. Full particulars in exchange for 
your resume, snapshot and requirements 
addressed to Manager, WOC-AM-FM-TV, 
Davenport, Iowa. 











Top flight major market indie has immedi- 
ate opening for hard-hitting newsman. 
Number One station with 7-man news staff 
serving 4-city metro market. Prefer young 
aggressive newsman with newspaper or 
wire service experience. Will consider 
others. Top salary. Send letter with full 
background, references and audition tape 
to WGH Radio, P. . Box 98, Newport 
News, Virginia. All tapes returned. 





SITUATIONS WANTED 





Management 





Manager—present station 3 years as man- 
ager. 13 years in radio-sales, production, 
copy, programming, board, news and ad- 
ministrative. Want small market station. 
Will accept stock as part of salary upon 
my prover performance. Box 760G, BROAD- 
CASTING. 


General Advt. Mgr. Strong in_ sales-pro- 
motion-publicity; travel anywhere. In- 
terested in top-level sales-management or 
sound syndicated selling program .. . 
radio or tv. Box 764G, BROADCASTING. 


Radio veteran soliciting manager, assistant 
manager opportunity with solid organiza- 
tion. Mature, healthy, energetic, no per- 
sonality quirks. Inquiries handled _ dis- 
creetly. Location open. Box 805G, BROAD- 
CASTING. 











Major market radio . .. 18 years experi- 
ence. 7 years successful management. Ex- 
cellent sales record and on-air personality. 
Present owners will give top-line recom- 
mendations. Box 832G, BROADCASTING. 


Manager, sales manager. Currently em- 
ployed as account executive with years 
major market experience. Excellent pro- 
duction record. Late twenties, family man, 
honest, sober. Full radio background. Box 
864G, BROADCASTING. 











Manager—over 12 years experience in me- 
dium to small market. Expert operating at 
lowest overhead. Have first phone. Texas 
or west preferred. Box 848G, BROAD- 
CASTING. 





Exp. country and western—15 years exp. 
I want a station managers job. Full time 
c&w. I have a good job—want a better one 
—can handle all Famed ag sangs. | managers 
job. Ready now. Family man. Best Refer- 
ences. Box 876G, BROADCASTING. 


Late on top pop records? Does your com- 
petition seem to have you beat? Then be 
first—really first in your market with all 
the latest top pop artists—all labels—mail- 
ing 3 times a week—one month trial. No 
obligation. T. R. Productions, 830 Market, 
San Francisco, California. 








Manager-commercial manager. Eight years 

experience these capacities. Also national 

network and advertising agency. Solid rec- 

ord of profits and success. Robert D. Wil- 

poe 1126 Bluemont Ave., Manhattan, 
ansas. 





Wanted: Permanent home for versatile 
talent. Twenty-two years all phases. Elec- 
tronics and Broadcasting. Productive re- 
sults managerial, sales, programming, “on 
mike,” all categories engineering. Loo 

for medium or small market station, with 
or without video, where results pay off in 
dollars and future. Prefer New England 
or West Coast but will consider all. Reply 
Box 817G, BROADCASTING. 





Sales 





See “wanted” under management 





Announcers 





See “wanted” under management 





Negro announcer—d.j. married — college 
bright happy sound—double as newscaster, 
fast broad—seeks permanent position. Box 
661G, BROADCASTING. 


Sports director, play by play football, 
basketball, baseball. Finest references. Box 
710G, BROADCASTING. 


Negro, dj announcer, newscaster. Married. 
References. Will travel. Run control board. 
Box 721G, BROADCASTING. 


Young combo man w. ist phone. Limited 
experience. Prefer small town. No c & w. 
Available after September 10. Box 751G, 
BROADCASTING. 














Announcer: Strong news. Production com- 
mercials. Excellent music presentation. Not 
a screamer. An asset to your staff. Experi- 
enced. Medium to large market only. Box 
758G, BROADCASTING. 


Happy personality DJ. Presently mornings 
as wake up “smiling” man. 7 years. Top 40 
or middle music, either way. Now at $130. 
Box 772G. BROADCASTING. 


Top rated morning dj with —— 
know how seeks sound future Fe ng 
sive metro. Box 796G, BRO. G. 











Announcer, good ap ance, strong news, 
commercials and , college and travel. 
board operator. Good voice personality. 
Box 807G, BROADCASTING. 


Excellent commercial manager. Dynamic 
newscaster. Top flight disc jockey. Pres- 
ently employed. $125.00 minimum. Desire 
southern California. Consider all offers. 
Box 820G, BROADCASTING. 


Bright, humorous, intelligent, sincere, disc- 
jockey striving to be the best.. 7 years on 
the air, currently with radio-tv outlet in 
large city, looking east, west, north, south 
for opportunity. Age 27, married, must have 
$150 weekly. Box 822G, BROADCASTIN' 


Announcer-engineer, le, B.S. in business 
administration-mgt., Le University with 
4 years practical e rience, wishes posi- 
tion with young western organization. Box 
828G, BROADCASTING. 























Situations Wanted—(Cont’d) 


Situations Wanted—(Cont’d) 


Situations Wanted—(Cont’d) 





Announcers 


Announcers 


Production—Programming, Others 





Experienced announcer, news, sports, look- 
 § to relocate. Box 834G, BROADCAST- 
ING. 


Announcer, negro, magnetic personality, 
plenty of drive, tape available. Box 902G, 
BROADCASTING. 





Experienced announcer. Available, married, 
settled. Presently employed. Programming 
and some sports. Willing to travel. Box 835, 
BROADCASTING. 


Fully versed! Modern radio, five years ex- 
perience anncr-pd, can sell. Wishing to 
move into a semi-metro market, tight 
board, best references, married. Box 836G, 
BROADCASTING. 


Tell me what you want! I want to elimi- 

z top 100 ~~ te J, a=. 
Experience all phases, r’ witty 
original show. Family man, also {interested 
in tv, with network voice. Will answer all. 
Two weeks needed. Box 837G, BROAD- 
CASTING. 


DJ, newscaster. Tight peers tenes sound 
—experienced, informative news. x 842G, 
BROADCASTING. 


Mr. Manager! Fall midmorning line-up in- 
complete? Shore up your schedule with a 
top personality-program combination de- 
a for housewives. Chicago & 

City agencies used it with overwhelming 
success. It attracts and holds an audience 
(2-3 hours aay) greater than the total of 
8 competitors. Taped listener comments are 
fabulous. (I kid you not, it’s Paar for the 
course!) Hearing is believing! I’m ready to 
dig for gold in your mid-morning, plus 
- & 15 years of proven promo ideas, am/ 
dj, excellent references, and national maga- 
zine(s) feature writer background which 
adds the air image. Married, family, re- 
sponsible. Interested? Write Box 865G, 
BROADCASTING. 


Radio-tv announcer 10 years experience. 
Qualifications include radio-tv news direc- 
tor including mobile units, writing, cover- 
ing, filming, broadcasting. Sports, high 
a league baseball, major college foot- 
ball and basketball, golf, bowling. Top disc 
jockey for several years. Personal inter- 
view situation warrants. Consider top 
Position only. Box 866G, BROADCASTING. 


Negro staff announcer—dj. Possess first 
phone. Five years experience in white and 
negro major markets. All nite show—morn- 
ing top forty—r&b. Afternoon experience. 
Single. Car. Box 869G, BROADCASTING. 























—— a ater tr alee ane en 
ence: ayton dj. Play lay sportscaster. 
oe worked tv. Box 8106, BROADCAST- 





Ambitious, young, go-getter, announcer. 
Experienced, bright, tight, creative per- 
former. Box 873G, BROADCASTING. 





A-1 morning man—excellent references, no 
drifter. First phone, no maintenance. Four 
years experience—tight production. Good 
air sell, competitive, good emcee, excellent 
remote—within 100 miles of Twin Cities. 
Box 878G, BROADCASTING. 


Need help? Young man desires start in 
radio. Trained voice, broadcasting school, 
some mI third phone. Box 883G, 
BROADCASTING. 


Midwest: nine years. Solid references. 
Veteran. College. Finest background. Know 
formula, standard radio. News experience. 

rate tight board. Production knowledge. 
wie to return. Box 894G, BROADCAST- 











) Jook no more—here’s dj, production 
and program director who has 6 years ex- 
in all phases of modern radio. 

, with service obligations completed. 
Looking for a home in a medium or large 
market. In the past 3 years has had a 


number one pulse ra in a medium 
market. No donna, love work. Mini- 
mum salary $140 r week. Interested, 
write Box . BROADCASTING. 





Experienced dj. Family man, tight board, 
nappy sounds, pam to travel. x 900G, 


Top notch announcer—five years experi- 
Sane tr oe ge step up. one i awn 
—play_by y. sports. rview avail- 
able. Box 901G, BROADCASTING. 





Attention: Hawaii, Florida, and gulf coast. 
Top flight announcer, Ist class engineer. 15 
years experience in engineering announc- 
ing and management. Available after two 
weeks notice. Box 903G, BROADCASTING. 





You aren’t real. After six years radio— 
almost two with a major chain—I’m con- 
vinced all stations are run by bookkeepers, 
not radio men. If you can prove me wrong 
you'll get everything I have. Top rated dj 
in major market when the rest of my sta- 
tion is third; masters in psychology; ex- 
perienced in-program direction; network 
operation; news, production, special events, 
some sports and tv, but primarily a dj. I 
can rock, swing, glide or bounce, adult or 
teen. My show takes listening and my lis- 
teners listen—and buy! I’m not cheap but 
I deliver. If you are real radio, in a major 
market, believe in promotion and refuse 
to sacrifice long term benefits for short term 
gains. . . . Then I know you don’t exist— 
but if you do, I don’t care if you don’t 
hire me—just renew my faith in the me- 
dium by telling me you are there. Box 
904G, BROADCASTING. 


Announcer want to settle down .. . not a 
floater or a prima donna. Tight production. 
Married. Bright sound. Box 906G, BROAD- 
CASTING. 








Beginning fm network dj in nation’s capi- 
tal wants to move into am. Graduate of 
professional school with 6 months air ex- 
perience. Box 908G, BROADCASTING. 


See “wanted” under management 





Record librarian desires position with NYC 
station. Thoroughly experienced in all 
phases of recording industry and the classi- 
fication and catagorizing of records. Box 
714G, BROADCASTING. 


Program director and production manager 
with eleven years experience. Top rated 
dj in every market. Journalism college 
gooceete. strong on news and sports. Ready 
or bigger market, better pay. Box 780G, 
BROADCASTING. 








Progr.m-Production manager. Seek large 
or small station needing man to take charge 
of ee. Ten years experience. Col- 
lege. pressive record. Strong on music 
programming, spot production, new ideas. 
Box 781G, BROADCASTING. 





Tops in copy, disc jockey. Idea gal! Great! 
Hire me. ... Don’t wait. Box 846G, 
BROADCASTING. 





Program director . . . want another chal- 
lenge! 17 years experience, all phases. Two 
years as pd of number one station in 
metropolitan market, then joined number 
six station in same market, made it num- 
ber one in one year. Single station or group 
PD position. Box 851G, BROADCASTING. 





Sound sells radio. Accomplished production 
with sell, not just music pad. Mature de- 
livery; big smile. Suceessfully employed as 
operations manager of stable, progressive 
station; looking for same in bigger market. 
Box 82G, BROADCASTING. 





Have first phone and anxious to learn an- 
nouncing. Decent voice and high I1.Q. Will 
relocate in your area Veteran, 31, mature, 
no drifter. Keith Balfour, 6239 Stefani Dr., 
Dallas, Texas. EM 1-0337. 





Announcer-deejay wants work immedi- 
ately. Willing to work and travel. Have a 
little experience in news and sales. Con- 
tact Darrell Denstedt, 683 N. Gordian. 
Burns, Oregon, or call 4621. 





Experienced announcer all phases. Strong 
on country and gospel. Family man. Con- 
tact Bob Henderson, 531 Manchester St., 
Barbourville, Ky. Have sold part time. 





Negro news announcer and d.j. Expertly 
trained. College and army experience. 
Robert McKinney, 4294 Larchmont, Detroit 
4. Michigan. 





Available now: Chicagoan, $winging dj, 
comboman: rated #2. In major Texas mar- 
ket, promote hop$. Hot on $ale$, excellent 
recommendations. Family man, $alary open. 
“I'll travel anywhere, where oppor- 
tunities are.” Write Chuck Kollias, 1217 So. 
Scoville, Berwyn, Illinois. Call Gunderson 
4-2434 evenings. 


Technical 


See “wanted” under management 











First phone engineer with car, presently 
employed, wants position in northeast. 
Single, sober. No announcing. Box 833G, 
BROADCASTING. . 


Engineer, first phone, good on maintenance 
—some announcing experience but needs 
polishing. Desires fob as combination man. 
Box 862G. BROADCASTING. 


First phone, RCA graduate, some studio. 
Engineer experience, references. Box 877G, 
BROADCASTING. 


Community minded, veteran, strong main- 
tenance: fair news, not a rag-chewer. Box 
881G, BROADCASTING. 

Technical school graduate. Eleven zooms 
radar development, maintenance. ight 
years writing, transistor circuit develop- 
ment. First phone with radar endorsement. 
Box 892G, BROADCASTING. 


FM background, sound systems and multi- 
plex installation and service. New. Lining 

















up o rs. Reserve early. Salary. Call an- 
swering service MA 9-4447, Sound-builders. 
Write Rt. 4, Box 420-A, Ocala, Florida. 


Programming-director, medium; assistant, 
major market. 12 years announcing, con- 
tinuity, public affairs, adult music, pro- 
gramming. Box 871G, BROADCASTING. 





“Beautiful music format” and experienced 
program manager available immediately. 
Box 872G, BROADCASTING. 





Program director for quality station. Wide 
knowledge of good music. Box 880G, 
BROADCASTING. 


Copywriter—client and announcer. Pleasing 
copy. Wage and location not as important 
as pleasant working conditions and perma- 
nancy. Exchange credentials. Sober, single, 
experienced, willing and dependable. Box 
893G, BROADCASTING. 








Top 30 creative, ambitious promotion man, 
wants bigger market. Versed in program- 
ming, production, sales, etc. Box 895G, 
BROADCASTING. 


Draft deferred newsman, seeks better op- 
portunity at news-minded radio station 
with future tv possibility. Top 25 markets 
only. Box 899G, BROADCASTING. 











Sales problems? Experienced program di- 
rector, ce, makes saleable, community 
oriented adult radio. Strictly ethical, hon- 
est, nab code. Ronald Pesha, 210 East Tenth, 
Tulsa, Oklahoma. Riverside 2-7490. 





This kook got the can because the recipe 
was changed. Until a few days ago was the 
top all night pot watcher in the nation’s 
27th largest kitchen. Only 20, but have 
served up radio for 8. Any apron fits. 
Would like to do production a lot and help 
stir your pot. Want somebody to wield the 
ladle or serve the meal? Survey slumps? 
Formula needs refreshing? Bob Scott, the 
kook in the plaid strait jacket, is your rat- 
ing remedy. The kook is starving. Only 
$150 for a fast, frantic, funtabulous feast. 
Bob’s Scotch P(l)added Cell, 22 Dinwiddie 
St., Portsmouth, Va. 





TELEVISION 





Help Wanted—Management 





General Manager for radio and television 
stations in medium sized midwest market. 
Sales background essential. Both radio and 
television stations are number one. Excel- 
lent opportunity for right person. Box 
685G, BROADCASTING. 
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TELEVISION 





TELEVISION 


FOR SALE—(Cont’d) 





Help Wanted—Sales 


Situations Wanted—Management 





Equipment 





Excellent opening account executive posi- 
tion with major NBC tv network affiliate 
in Iowa. Good salary and commissions to 
experienced tv salesman. Will consider ra- 
dio. Midwest applicants preferred. Send 
S resume. Box 882G, BROADCAST- 





Alaska, salesman for tv/radio and Muzak 
wanted, small gt salary and commis- 
sion, write KINY-T V, 231 S. Franklin St., 
Juneau, Alaska. 





Experienced tv salesman wanted to make 
money. Want a self-starter. We are an 
ABC-TV affiliate in expanding Florida mar- 
ket with tremendous potential. Please send 
background first. Draw based on experi- 
ence. William V. Miller, WLOF-TV, Or- 
lando, Florida. 





Technical 





Experienced tv engineer, good character, 
desiring permanent position. Good oppor- 
tunity for the right man. Please ‘send res- 
ume to Box 676G, BROADCASTING. 


Midwest. vhf station, needs experienced 
studio and transmitter man. Must have first 
phone license. Please include draft status 
in resume. Box 667G, BROADCASTING. 








Experienced, licensed engineers for opera- 
tion and maintenance of studio equipment, 
including Ampex vtr, southwestern vhf. 
Please reply only if capable performing 
with minimum direct supervision. Send 
resume, references and salary desired to 
Box 763G, BROADCASTING. 





Mountain top transmitter engineer. Experi- 
enced only. KGGM-TV. Write or wire chief 
engineer. Box 909G, BROADCASTING. 





First phone for combination studio trans- 
mitter operation. Experience not necessary. 
Chief engineer, WIMA-TV, Lima, Ohio. 





TV engineers—our new expansion presents 
opportunities for highly qualified and ex- 
perienced tv tech. permanent and per-diem 
position available. Please contact video- 
ya sas sea Videotape Center 201 W. 58th 





Production—Programming, Others 





NYC film syndicator looking for girl with 
local tv station background for program- 
ming assignment. Must be able to discuss 
and book films with tv station personnel. 
No travel. Salary open, write. Box 843G, 
BROADCASTING. 





Leading tv station in major eastern mar- 
ket wants young aggressive promotion man 
for number 2 position in active department. 
Excellent opportunity for a man with move 
and enthusiasm. Reply stating experience 
and salary qualifications. Box 831G, 
BROADCASTING. r 





Positions open in both radio and television 
continuity. Fine opportunity with progres- 
sive organization in South Dakota’s largest 
city. Send complete resume, including copy 
samples and recent photo, to John Kurtz, 
KSOO TV, Inc. 205 North Phillips, Sioux 
Falls, South Dakota. 





Experienced and aggressive program and 
audience promotion man to work with our 
sales promotion staff in radio and tele- 
vision. Full particulars in exchange for 
your resume, snapshot and requirements 
addressed to Manager, WOC-AM-FM-TV, 
Davenport, Iowa. 


Tv program manager available soon. Twelve 
years management experience in tv pro- 
gramming, production, film buying video- 
tape and public affairs. Box 823G, BROAD- 
CASTING. 





Manager-commercial manager. Eight years 
experience these capacities. Also national 
network and advertising agency. Solid rec- 
ord of profits and success. Robert D. Wil- 
liams, 1126 Bluemont Ave., Manhattan, 
Kansas. 





Sales 





Radio/tv salesman—Top producer; married 
desires to grow. Top 10. Best references. 
Box 749G, BROADCASTING. 





Announcers 


Weathergirl, experienced in major market. 
Professional member American Meteoro- 
logical Society. Box 816G, BROADCAST- 








Technical 





Chief engineer, 14 years all engineering 
phases of am/fm/tv. Mature, stable. Desire 
position in live-wire operation. Box 783G, 
BROADCASTING. 





Engineer experienced in all phases of tele- 
vision construction, operation, maintenance 
desires responsible position as studio or 
technical supervisor. Box 839G, BROAD- 
CASTING 





Production—Programming, Others 





News director and/or Documentary film 
producer. Highest references from leading 
=e officials. Box 791G, BROADCAST- 





Program director with twelve years experi- 
ence programming, directing, and video- 
tape. Married, degree & exceptional refer- 
ences. Prefer west or southwest vhf affilia- 
tions. Box 824G, BROADCASTING. 





Young man, 27. B.A. degree. Graduate of 
New York University, radio & tv work- 
shop, Naval Communications background. 
Will exchange enthusiasm, initiative, crea- 
tive potential, common sense and joyalty 
for exposure to all phases of tv production. 
Reply Box 838G, BROADCASTING. 





Newsman-sportscaster. Four years radio-tv 
experience. Versed in the rudiments of 
gathering, writing and airing news in an 
informative-professional manner. Play-by- 
play sports. Mature, college graduate, mar- 
ried, veteran. Tape, resume, interview on 
request. Box 840G, BROADCASTING. 


Newsman—3 years experience, medium 
southern market. Desire larger market. 
Skilled all news aspects. Married. Family. 
oe graduate. Box 841G, BROADCAST- 








Experienced tv producer-director-an- 
nouncer (30, unmarried, BA, with gradu- 
ate study in television). Specialty is chil- 
dren’s programs, offering several original 
children’s shows for local production. Box 
867G, BROADCASTING. 





Director-producer wishes change. Know all 
phases. Do air personality. 8 yrs. experi- 





ence. Military completed. P. O. Box 863G, 
BROADCASTING 
Announcing, directing, production, pro- 


gramming. Eight years experience. Excel- 
lent references. Resume available. Write 
or phone Herb Buck, 602 Ohio Avenue, 
Fort Pierce, Florida. 


FOR SALE 








Equipment 


Schafer 1200 automation. In service less 
than three months. Like new. Box 849G, 
BROADCASTING. 





Attention: Western Electric 506B2's com- 
plete and in operating condition with in- 
structions and diagrams. Available free to 
the first person. Located at WITH, Balti- 
a? Beltway, Rt. #40 west, Baltimore, 





Serrasoid Multiplex Exciter Type 936, $1000. 
EMT Wow and flutter meter. Schaffer re- 
mote control unit, model 400-R, $1200. West- 
ern Electric 506-B fm transmitter, 10 kw 
and parts. WBAI, New York 16, New York; 
Oxford 17-2288. 





Western Electric phasor and monitor de- 
sign for low end of band—cost new five 
ig aoe one grand—WFRC, Reidsville, 





For sale . . . 250 watt transmitter, Western 
Electric, 451 A-1 complete with tubes, op- 
erating condition. Make offer. WSLS Radio, 
Roanoke, Virginia. 





Used RCA video distribution amplifiers. 
General Communications Pulse ibution 
amplifiers. RCA 580-D and WP-33 wer 


supplies all at half price. WSM-TV, 


ash- 
ville, Tennessee. 





In excellent condition. Van Eps Eccentric 
Cutter for discs. $50.00, prepaid and in- 
sured. Boyd Recording Service, 2924 
Bowser, Dallas 4, Texas. 





Commercial crystals and new or replace- 
ment crystals for RCA, Gates, W. E. Bliley 
and J-K_ holders, regrinding, repair, etc., 
BC-604 crystals and Conelrad. Also A.M. 
monitor service. Nationwide unsolicited 
testimonials praise our products and fast 
service. Eidson Electronic Company, Box 
31, Temple, Texas. 





Thermometer, remote, electrical; enables 
announcer to read the correct outside tem- 
perature from mike position. Range 0-120 
deg F. Installed in less than an hour. Send 
for brochure. Electra-Temp. Co., Box 6111, 
San Diego 6, California. 





Am, fm, tv equipment including monitors, 
5820, 1850, p.a. tubes. Electrofind, 440 Colum- 
bus Ave., C. 





Will buy or sell bag cee | equipment. 
Guarantee Radio Broadcasting Supply 
Co.. 1314 Iturbide St., Laredo, Texas. 


Ampex model 601-2 stereo, brand new in 
carrying case $550.00 cash, 2410 Chuckanut 
Drive, Bellingham, Washington. 











Film scratches and dirt showing on your 
tube? A lot of stations got rid of them 
by using Piclear—You can too. Piclear, Inc., 
905 Palmer Ave., Mamaroneck, N. Y. OW 





8-0258. 

Transmission _ Siyzoher, heliax, id 
with goog Meg t —_e -3 New at surplus 
prices. Write f Sierra Western 


Electric Cable Co. Br Middle Harbor Road, 
Oakland 20, California. 


Electron tubes . World’s most select in- 
ventory. Over 5000 types of broadcast and 
special purpose tubes and semi-conductors 
available gg stock. Specialists in trans- 
mitting and camera tubes. State Labs 


Inc. es a GB). 215 Park Ave. South, New 
Yor 








Repair exchange—rebuilt motors and major 
parts for Ampex, Magnecord, etc. Same 
performance and warranty as new. Write 
for prices. Sigma Ses Co., Inc., 11 East 
16 St., New York 3, N. Y. 


Used fm transmitters offered as is. One 
Collins Model 733A 3 kw fm $1,950.00. One 
Western Electric Model WE503B-2 1 kw fm 
$500.00. Box 912G, BROADCASTING. 


Used tv transmitters offered as is. One 
Gates Model BT-1AH 100 watt Channel 10 
$1,995.00. One Gates Model BT-5A kw 
Channel 5 $4,950.00. Box 913G, BROAD- 
CASTING. 











WANTED TO BUY 
Equipment 


Ampex, Altofonic, Audiomation, etc.. 8 hour 
tape players. Box 263G, BROADCASTING. 
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WANTED TO BUY 


INSTRUCTIONS—(Cont’d) 


Help Wanted—(Cont’d) 





Equipment 


Wanted immediately: used fm transmitter 
3 or 5 kw. Also, used fm frequency-modu- 
lation monitor. Let us hear from you now! 
Box 875G, BROADCASTING. 


Wanted. One G. E. Channel 42, 43, 44 Helix 
Antenna. Please write to KICU- TV, 1111 
Market Street, San Francisco. 











and 22 inch consol cans, also Master 
ple and power supplies. DuMont 2 
camera 10 chain. , 231 S. Franklin 


St., Juneau, Alaska. 


Wanted: Monoscope camera in good condi- 
tion. State manufacturer, age and price. 
Write Ralph L. Hucaby, WLAC-TV, Nash- 
ville 3, Tennessee. 








1 kw uhf transmitter, ger gee harmonic 
filter, dummy load, and mod. moni- 
tor, 600 ft.—3%4” line, audio limiter, stab. 
amp, patch gear, equipment racks. H. 
Evans, Ed. TV, WTHS, 1410 N.E. 2nd Ave- 
nue, Miami, Florida 


ay ¢ eau or trade used tape and disc record- 
ayer a oncertone, Magne- 

etc. Audio equipment for sale. 

eeoeps Studio, 10B Pennsylvania, Tucka- 





Announcing programming, console opera- 
tion. Twelve weeks intensive, practical 
training. Finest, most modern equipment 
available. G. I. ‘approved. Elkins School of 
agate 2603 Inwood Road, Dallas 35, 
‘exas 





MISCELLANEOUS 





100 sales, promotion, and > ag ideas! 
2 Bea $5.00 to Box 844G, OAD- 





Sell your product to radio stations via 
direct mail. 3,000 stations all on gummed 
labels, $45.00. 5¢ refunded for each un- 
— piece. Box 857G, BROADCAST- 
I 





If you need cash for operations or expan- 
sion, write for confidential method of estab- 
lished borrowing; minimum loan $50, 
Television station loans preferred, radio 
considered. All replies answered in con- 
fidence. Box 858G, BROADCASTING. 





Yocks for jocks! > a~ comedy ma- 
ite for stings. Show-Biz 





WANTED TO BUY 





Stations 


Individual seeks purchase of am station or 
P in small to "aediem market. Prefer 
exas, Southwest. Confidential. Box 885G, 
BROADCASTING. 








INSTRUCTIONS 





Train now in N.Y.C. for FCC first phone 
license. Proven methods, proven results. Day 
and evenin 
Announcer 
OX 5-9245 


classes. Placement easistance. 
aining Studios, 25 W. 43 N.Y. 





FCC first phone license preparation by 
den: in t 





g 
q 
: 
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i 
3 
Q 
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Since 1946. course for FCC Is! 
phone license, 5 to 6 weeks ation- 
e 
(August 30- October 11, January 3. 
1962. For reser- 
write William B. O - 
1, 1150 West Olive 
Avenue, Burbank, 
by the ) tendent of Public 
Instruction to issue diplomas upon comple- 
tion of Radio ational En 
course. 








terial. Ww: 
ce Pe D2). 65 Parkway 
Court, . Brooklyn 35 ew York. 





25,000 professional comedy lines, routines. 
adlibs. Largest laugh library in show busi- 
ness. Special monthly topical ae mel featur- 
mg deejay comment, introduc 

catalog. Orben Comedy Books, Hewlett, N.Y 





BUSINESS OPPORTUNITY 





General Steel and Concrete Construction Co. 
ag ee - —— — work from 
transmitter 


building. New. eet, = good high 
ay wr _equibmer Some financing 
available. Insured, quality work. Tower 
maintenance, ting, guy-tension, bulb 
changing. etc. 4, 6, year contracts avail- 
—_ Low rates, call/write TU 6-4429, P.O. 


802. Watertown, So. Dak. 





RADIO 





Help Wanted—Management 





General Manager 


& Sales Manager 
Big-market; multi-group 


Two top jobs, 
now interviewing. 
Almost every candidate will find with us 
a brighter future AND present than he 
now enjoys. Please write in confidence. 
Box 854G, BROADCASTING. 











CATV 
MANAGER 


You’re probably os a community an- 
— system now, but you may feel stymied 
in your present spo 

If you’re the kind ‘of man who gets in- 
volved in community affairs, who’s strong 
on sales, public relations, and personnel 
administration, there’s an excellent oppor- 
| for you as manager of our growing 


the salary you'll expect in 
your first ae which will be held in strict 
confidence. Our people know of this ad. 


Box 856G, BROADCASTING 











Sales 
00000000 
SALESMAN 
Experienced in radio sales. Must 


be self starter and able to close. 
Top station in East Coast medium 
market. Offers salary and percent- 


ge. 
Box 907G, BROADCASTING 
(zc A 


0 
a) 





Announcers 





WANTED! WANTED! 
WANTED! 
COUNTRY and WESTERN 
DJ-SALESMEN 
To work the West's FIRST and ONLY 
C & W FM station . . . located in an 
EXCLUSIVE MARKET, Sacramento, 
California. $100 per week draw against 
30-40% sales commission. ONLY 
THOSE WITH GOOD, CLEAN EM- 
PLOYMENT RECORDS NEED APPLY! 
REFERENCES WILL BE THOROUGH. 

LY CHECKED! 
Send resume, audition tape and em- 
ployment record for past 3 years to 
KCNW, P. O. Box 3094, Sacramento 
15, California. 





SONNET 


TOP 10 MARKET 
TOP RATED STATION 
PERSONALITY 


Bright, mature, class, personality 
wanted for one of the nations top 
radio stations. Must have extensive 
experience in large markets as per- 
sonality. We are not “hard" top 40, 
therefore, we are looking for a man 
who is capable of developing rapport 
with his audience in an intelligent and 
adult manner. Send tape, picture, 
resume, plus salary required to Box = 


784G, BROADCASTING. 2 







AUN 








Production—Programming, Others 





eg, 


NEWSMAN 
Must be trained and experi- 
enced in all phases of radio 
journalism: Investigation, re- f 
search, writing and reporting. 
Must be hard working, versa- 





i, 


tile, sober and mature. Must be 
prepared to start low and aim 
high in unusual, all around op- 
eration while working- learning- 
under veteran editor who won’t 
be fooled. 
Box 898G, \ 


BROADCASTING 


SS 
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Help Wanted—(Cont’d) 


FOR SALE 


FOR SALE—(Cont’d) 





Production—Programming, Others 


Stations 


Stations 








NEWS EXECUTIVE 


One of nation’s outstanding clear 
channel station in the east is 
looking for experienced director 
of news, public affairs and special 
events. Good pay and benefits. Send 
complete resume and tape to Box 


905G, BROADCASTING. 














RADIO 





SITUATIONS WANTED 

















Announcers 





Top-notch medium market TV announcer 
desires staff position with station in big 
market anywhere in the East. Good ap- 
pearance, good voice-ready for big station. 


Eleven years radio-tv. Send for audio tape, 
resume, ag references. If possible, will 
arrange for personal audition and interview. 


Box 861G, BROADCASTING 








Technical 





CONSERVATIVE ENGINEER ... 
- . - WITH RADICAL IDEA 


After 21 years experience with stations 
from 250 watts to 50 kw, I am going 
after the one thing I have so far missed 

+ . a college education, With this ob- 
jective in mind, I would like to obtain 
employment with a good station, where 
I can be sure of a steady night shift. I'll 
consider any location, as long as there is 
a nearby engineering school. I am dead 
serious and I am anxious to hear from a 
similarly minded station, All replies will 
be answered, 


Box 896G, BROADCASTING 





TELEVISION 





Situations Wanted—Sales 











Somewhere, there are 2 or 3 men who 
are (a) self-starters (b) not saddled | 
with wives who won't re-locate (c) not 
saddled with a house they can't sell 
| (d) hungry. To these men we offer (f) 
}] an immediate job in a tv station in 
east, south and midwest (g) no trav- 
eling (h) guaranteed $400 month plus 
(i) car mileage (j) fringe benefits (k) 
$6,000-15,000 a year within 90-120 
days (I) security with 10 yr. old org. 
If you have what it takes, we have 
what you've been waiting for. Better 
contact me immediately. (PS: The 
above does not mean "no married men 
need apply.") 


CY NEWMAN 
| P. O. Box 3107, Bon Air, Va. 














Phone Bridge 2-0200 
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MIDWEST 
FM WITH MULTIPLEX 
$13,000 down—$280 per month all 


new equipment. 
Box 599G, BROADCASTING 


Rall 
Rennes 


| 











Tv station for sale. 
Western Kansas location. 
Maximum power, CBS affiliate. 


Box 830G, BROADCASTING 


@eaeeeeaaeaaerm 
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Four new listings—first time offered: 
New Mexico medium _ fulltimer 
$160,000—Texas single $59,750— 
New Mexico medium regional $150- 
000—Florida major power $450,000 
—35 others from $35,000 to $675- 
000! TV only and TV-Radio com- 
binations, 9 of them, priced $150,- 
000 — $275,000 — $310,000 — $1,- 
470,000 — $1,575,000 — $2,300,- 
000 — $3,000,000 — $4,000,000 
— $4,000,000. 
PATT McDONALD CO. 


BOX 9266—GL. 3-8080 
AUSTIN 17, TEXAS 

















Crescent City, California—l kw 
daytimer grossing $25,000. Fixed 
assets over $26,000. Must be sold 
immediately for best offer over 


$20,000 with $5,000 down. Good 
terms. 
Box 910G, BROADCASTING 
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TOP 30 MARKETS 


5 Good Buys 
All Price Ranges 

















Associated Media Brokers 
Suite 328 Bayview Building 
Fort Lauderdale, Florida 
Phone LOgan 6-7843 
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THE PIONEER FIRM OF TELE- 
VISION AND RADIO MANAGE. 
MENT CONSULTANTS 
ESTABLISHED 1946 


Negotiations Management 
Appraisals Financing 
HOWARD S. FRAZIER, INC. 


1736 Wisconsin wr -» NW. 
Washington 7, D. C. 








CONFIDENTIAL NEGOTIATIONS 
For Buying and Selling 
RADIO and TV STATIONS 
in the eastern states and Florida 


W. B. GRIMES & CO. 


2000 Florida —. N.W. 
Washington 9, Cc. 
DEcatur 2- 3Ti 











Calif. single fulltime $100M_ terms 
Mich. single daytimer 60M 38dn 


lowa single fulltime 87M 15dn 
Ariz. small fulltime 75M 29 
Ga. medium — 80M 22dn 
Fla. medium 210M 60dn 
Ore. medium Fatitime 70M 15dn 
Ala. metro | na 150M 29% 
Tenn. metro fulltime 400M 100dn 
And others 


CHAPMAN COMPANY 
1182 W. Peachtree St., Atlanta 9, Ga. 











STATIONS FOR SALE" 


1. New England. Exclusive daytime. Will 
do $50,000 this year. Asking $85,000 in- 
cluding real estate. 29% down. 

2. Southwest. Full time. Growing trade 
area. Management problems hold down 
ross to average of $3,200 monthly. Asking 
75,000. % down. 

3. North West Central. 
absentee owned daytime station 
000 fast year. Asking $100,000 ee sce 
real estate. 


JACK L. STOLL 
& ASSOCS. 
Suite 600-601 

6381 Hollywood Bivd. 

Los Angeles 28, Calif. 
HO. 4-7279 


Very 








FOR SALE 











For Best Results 
You Can’t Top A 
Classified Ad 
in 
El 4 BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 











Equipment 


Ideal to replace costly wire program 
circuits for AM, FM, and TV broad- 
casting. Eliminate second party—YOU 
maintain full control over link. U.H.F. 
antennas _ included. 
available. 


MOSELEY ASSOCIATES 


4416 Hollister Ave., P. O. Box 3192 
Santa Barbara, California 


Leasing terms 








MISCELLANEOUS 





Colorful 
RADIO MARKET SHEETS 
and COVERAGE MAPS 
Address Radio Dept. on your letter- 
head for FREE information and samples. 
EVEREADY ADVERTISING 
1817 Broadway @ Nashville 4, Tenn. 
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Dieting and Weight Watching 
Are Big Issues To Americans 


Mass Media Show Sharp Gain in Importance 


As Sources Of Information On Dieting 


Weight Control Is 
Major Diet Reason 


Over 17 percent of all Americans 15 years of age 
and over are on special diets of one kind or another, 
and the mass media are, by far, the leading source of 
information on dieting. These are two of the conclu- 
sions drawn from a study of the dieting habits of the 
American people done by Universal Marketing Re- 
search for the American Dairy Association. The in- 
terviewing was done in May and June, 1961. 

The study indicates that 7 percent of all Americans 
15 and over are on special diets to lose weight, that 
another 27 percent of us don’t diet but watch what 
we eat in order not to gain weight. Compared with 
similar studies made in 1955 and 1959, there has been 
an increase in the number of men dieting or watching 
their food intake to lose or to control weight. The 
survey indicates that 5 percent of the men diet to 
lose weight, compared with 10 percent of the women. 
While 20 percent of the men watch what they eat, 34 
percent of the women keep an eye on their food intake 
to avoid gaining weight. 

Other reasons for special diets include control of 
blood pressure, heart disease, ulcers, digestive prob- 
lems of one kind or another, to gain weight. Losing 
weight is the prime reason for dieting, out-distancing 
the next major reason 3 to 1. 


Millions of People 
Look for Advice 


Boiling all these percentages down into people, the 
indication is that over 8 million people are on special 
diets to lose weight, while there are more than 40 
million people who are either dieting to lose weight or 
are busy watching their food intake to avoid gaining 
weight. This truly becomes a mass market. 

It is also interesting to note that this is generally a 
young market too. Among those 15-19 years of age, 9 
percent claim to be on actual weight reducing diets 
while another 19 percent don’t diet but do watch their 
weight to avoid gaining. Considering that in this age 
bracket most of the dieting is done by girls, this is a 
relatively high percentage. Among those 20 to 34 years 
of age, 7 percent are dieting, another 27 percent 
watching their food intake. Among the 35-54 year 
olds, 8 percent say they actually are dieting to lose 
weight, 27 percent watching. Those 55 and over ap- 
parently don’t diet quite as much since only 6 percent 
claim to be on weight reducing diets, although 27 per- 
cent are still watching their weight—indicating that 
weight control truly is a lifelong process. 

The research study indicates weight controllers de- 


pend upon mass media and friends for advice; that, 
unfortunately, they do not rely heavily upon direct 
advice from physicians and nutritionists. Newspapers 
and magazines, as well as radio and television, have 
shown sharp increases as sources of diet information 
over the past two years, with 45 percent of all the 
people interviewed reporting that they had found 
dieting information in newspapers and magazines, 
33 percent from radio and television, 29 percent from 
friends and relatives. 


Weight Controllers Need 
Plenty of Sound Help 


Since many health authorities see excess weight as 
being perhaps the most serious health hazard facing 
the American people, it is obvious that those who 
carry too many pounds need reliable help. Fad diets 
are likely to do far more harm than good since they 
seldom accomplish the job of changing eating habits 
on a permanent basis so that reasonable weight is 
maintained. 

Except in those special cases under the careful 
supervision of physicians, the best advice for the per- 
son who wants to control his weight is to eat a well 
balanced diet, with the total calorie level adjusted to 
lose, gain, or to maintain weight as the person might 
desire. It is seldom necessary to give up any class of 
foods, and it may well be dangerous to do so. 

Telling people to eat a well balanced diet may not 
seem as ‘‘newsy’’ as some of the fantastic fad diets, 
but inasmuch as people look to the mass media for 
advice on dieting, it would seem that the mass media 
have an obligation to provide suggestions that are 
nutritionally sound. This tremendous public interest 
in dieting is a temptation to the headline seeker whose 
aim is not to help build good health. The mass media 
should strive to offer diet suggestions that are care- 
fully reviewed by people who are well qualified in the 
science of human nutrition. Providing reliable diet 
advice is a very important public service that could 
mean much to the good health of Americans. 


american dairy association 


The Voice of the Dairy Farmers in the Market Places of America 
20 North Wacker Drive 
Chicago 6, Illinois 
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OUR RESPECTS to Harry Keeton Renfro, vice president, D’Arcy Adv., St. Louis 


Stations and reps find the willingness to listen mutual 


No one quite remembers the last time 
Harry Renfro closed his office door. It 
happens so infrequently that even the 
sign painter put the name on the door 
inside out so visitors can read it cor- 
rectly. 

No other clue could reveal so much 
about the warm personality of the man 
who is vice president and radio-televi- 
sion manager of the St. Louis office of 
D’Arcy Adv., except perhaps the com- 
ments of salesmen for stations and sta- 
tion representatives who are always wel- 
comed through that door and who use 
it often. 

They respect Mr. Renfro’s business 
talents too. They acknowledge he 
works hard to get the best buys possible 
for D’Arcy clients, but they are well 
aware of the dignity and mutual under- 
standing in which the buying is done. 
Mr. Renfro’s years of experience at sta- 
tion staff and management levels before 
his role as agency executive is the 
foundation for this mutual confidence. 

Budweiser, Plus = Mr. Renfro cur- 
rently supervises the buying of some 
$7 million worth of broadcast time 
placed by the agency’s St. Louis office. 
Budweiser beer tops the account list, 
but others important in the radio-tv 
field include Butternut coffee, Laclede 
Gas Co., Krey Packing Co., Banquet 
Canning Co., Milnot Co. (milk com- 
pounds) and Reardon Co. (paints). 
The schedules at present cover 782 ra- 
dio stations in 396 markets and 287 
tv stations in 214 markets. 

Not every agency executive can de- 
liver a “give-’em-hell” speech to a group 
of broadcasters and leave his audience 
cheering. Mr. Renfro does every once 
in a while. And the broadcasters cheer 
because they know his remarks are 
more an encouragement or spur to bet- 
ter programming and selling than any 
kind of negative criticism. His talks are 
like a football coach’s between-halves 
locker room pep talk. He spots the 
weak points and problems, suggests the 
solutions and inspires his listeners to go 
out and fight. 

“I know and respect the problems of 
the stations and representatives and 
they know I respect them,” Mr. Renfro 
says. “This helps very much in our re- 
lationships and it certainly helps when 
we have a tough buying problem of our 
own to solve. They help me, too.” 

St. Louis Booster = Mr. Renfro also 
has been a big booster for St. Louis as 
an important national advertising mar- 
ket. He has been active in getting sta- 
tion representatives to establish branch 
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offices in St. Louis and now almost 
every big rep is there. He is working 
hard to help organize a St. Louis chap- 
ter of the national Academy of Tele- 
vision Arts and Sciences. The purpose 
is to define more clearly the true image 
of tv to the public as much as to the 
profession itself. 

Mr. Renfro believes stations can best 
serve their listeners—as well as D’Arcy 
clients—by becoming completely in- 
volved in their own community and its 
affairs, by developing news instead of 
merely reporting it and by making de- 
cisions on format policy and program- 
ming (including music selection) a top 
management function, carefully thought 
out in advance and not delegated to the 
staff. 

Similarly, the on-the-air personality 
who can serve his station, listeners and 
sponsors best is that individual who 
makes an effort to be educated, civic 
minded and personally responsible, not 
a mere glamor symbol without root in 
his community. 

Mr. Renfro demands the same integ- 
rity in advertising itself. The con- 
sumer’s desires and emotions must be 
aroused and colorful language, attrac- 
tive claims and catchy copy lines may 
be employed. But these must be pre- 
sented in an area of sincerity and be- 
lievability, Mr. Renfro feels. “The ad- 
vantages and benefits from buying the 
product must be presented attractively, 
but it must be remembered that an ap- 
peal to the emotions of your listeners is 
important so long as it is consistent with 
truth and does not mislead the listener.” 

The D’Arcy executive feels strongly 


am 





D’Arcy’s Renfro 
His policy: an open door 


that any advertising which misleads is 
detrimental to everyone—advertiser, 
agency, station and the public—-and 
cannot succeed. 

Born to Broadcast = One of Mr. Ren- 
fro’s recollections from early youth is 
the miracle of the crystal set. His ca- 
reer goal from the start was to take 
over the business end of a microphone 
and he’d sit in a corner at home for 
hours “announcing” from magazine 
stories or anything else that was a handy 
script. 

Born in St. Louis March 19, 1915, 
he attended public school and high 
school there, excelling in sports, espe- 
cially swimming and football. Mr. 
Renfro started at St. Louis U. but his 
parttime chores for WEW and KWK 
there soon became fulltime work. He 
announced for WIL too and when 
KXOK St. Louis went on the air Sept. 
19, 1938, his was the first voice to be 
heard. During his first two years at 
KXOK he did 3,000 dance band re- 
motes, which he believes to be a record. 
Then he expanded into programming, 
news and sales. 

After Pacific duty with the Marines 
during World War II (as a lieutenant 
in naval combat intelligence) Mr. Ren- 
fro returned to KXOK and in 1947 was 
made assistant general manager. Dur- 
ing this period he helped form the Mis- 
souri Broadcasters Assn. and was chair- 
man of the St. Louis station committee 
on joint labor negotiation. Later he 
served with NAB’s employer-employe 
relations committee. 

Korea and the Marines took Mr. 
Renfro away from KXOK in 1950-51 
but he returned to become deeply in- 
volved in the Falstaff radio networks 
for the St. Louis Cardinals and Browns. 
It was this experience which took him 
to D’Arcy in 1953 as radio-tv manager 
responsible for organizing Budv.<iser’s 
radio-tv networks for the Cardinals. 

Innovations = His idea for pooling 
line facilities with other agencies and 
sponsors evolved into Sports Network, 
Inc., which he helped organize. 

Another Renfro venture, first tried 
last season and renewed this year, was 
to buy every tv market for NTA’s half- 
hour package, The Third Man. Those 
markets Budweiser can’t use are resold 
to others.. 

Mr. Renfro was elected a vice presi- 
dent of D’Arcy in June 1960. The Ren- 
fros (he married Margaret Lydon of 
KXOK in 1940) live in suburban Glen- 
dale. Their daughter Patti, 8, is a 
swimmer, too. 





EDITORIALS 








Balance sheet 


HEN FCC Chairman Newton Minow told the NAB 

convention last May that television was so rich it could 
afford to blow all kinds of money on culture, 118 stations 
must have wondered if they were in the same business he 
was talking about. That is the number of stations that lost 
money in 1960, the FCC’s own financial reports for that 
year have now shown. 

It is true, as Mr. Minow said, that all television networks 
and stations as a group showed a 1960 profit before federal 
income taxes of 19.2% on total revenues. It is also true, 
as Mr. Minow did not say, that 118 stations (23.3% of all 
those reporting on a full year’s operation) showed losses. 
Not everybody in television is getting rich. 

A comprehensive presentation of the FCC’s 1960 finan- 
cial report appears elsewhere in this issue, and it is worth 
perusal by anyone who wishes to draw any conclusions 
about television’s economics. Like any business comprising 
many individual companies, television broadcasting cannot 
be accurately described by generalities. A study of the 
parts is the only study that is truly meaningful. 

The commonest generality that has been drawn about tv 
is that it is big business. The facts show otherwise. In 1960 
nearly 60% of all stations took in revenues of less than 
$1 million each. There are grocery stores that do a bigger 
volume. 

This is not to say that television is unhealthy or that the 
networks and the majority of stations are unable to afford 
the kind of program experimentation and development that 
is needed for orderly growth. It is to say, however, that 
none of the components of television broadcasting is so 
surfeited with profits that it can squander money witlessly. 


You don’t fight City Hall 


EVERAL years ago (in 1957) we published a series of 
editorials on liquor advertising on the air. Our thesis 
was that if it is legal to make and sell liquor, it is legal to 
advertise it in all media. And we said it would be legal to 
advertise on the air “under appropriate self-restraint.” 

The roof caved in on us. We received about a dozen 
telephone calls and about a dozen letters approving our 
position. We received another dozen phone calls and more 
than 3,000 letters objecting to it. Most of the mail came 
from a letter writing campaign conducted by the Baptist 
clergy. 

Liquor advertising on the air is in the news again. A 
Philadelphia distiller, Publicker Industries Inc., several weeks 
ago launched a campaign on radio and tv. Some 50 sta- 
tions, we understand, expressed willingness to carry the 
spots. NAB said none was a subscriber to either the radio 
or tv codes. 

Then the shooting started. Senators Magnuson (D-Wash. ) 
and Pastore (D-R.I.), the most important members of the 
Senate Commerce Committee where communications are 
concerned, warned stations to reject this advertising or in- 
vite “appropriate legislation.” NAB President LeRoy Col- 
lins promptly concurred and promised “prompt and de- 
cisive” action against any NAB code subscriber violating 
the liquor advertising ban. 

We do not now advocate the acceptance of liquor adver- 
tising. Nor do we recede from our position that such ad- 
vertising is entirely legal. 

Four years ago there was relative quiescence. This was 
prior to the quiz-rigging and the payola disclosures. Ad- 
vertisers had developed techniques that made acceptable 
such hitherto taboo items as bras and foundation garments 
and even toilet tissues. There was reason to believe that 
brand-name liquor advertising, spotted in late evening hours, 





would be acceptable and yield revenue that was going then 
as it is now to newspapers, magazines and billboards. 

Only the blind or the deaf would say that today’s cli- 
mate is appropriate for acceptance of liquor advertising on 
the air. It would be imprudent economically and politically 
to campaign for it. Beer and wine advertising, which spells 
the difference between profit and loss for many smaller sta- 
tions, could be adversely affected. You don’t fight City 
Hall—or Congress. 


For fun or funds 


IME permitting, it might be worthwhile to divert atten- 

tion briefly from the absorbing competition between 
Mickey Mantle and Roger Maris for the homerun cham- 
pionship long enough to consider a basic problem affecting 
the practical, or financial, side of athletics. 

Here the public interest becomes directly involved through 
the effort of the astute promoters of sports contests to ob- 
tain exemption from the antitrust laws. This attempt is 
being made through legislation that would allow sports 
leagues to sign single, package contracts with sponsors, 
agencies or networks for broadcast rights to all of a league’s 
games. 

On the surface this legislation would appear to offer a 
simplified and practical way to resolve what currently is a 
complicated routine of contracts and payments. Unfor- 
tunately, as the NAB pointed out during House Judiciary 
Committee hearings last week, the House bill would have 
a result not in the public interest—less sports broadcasting. 

Despite a!! the noble professions by those who promote 
professional sports events the basic thought behind their 
pleadings is simple—more money from broadcast rights. 
For example, a 1961 package deal could net the National 
Football League $4.6 million against $3 million under sep- 
arate tv contracts. But the evil lies in the fact that the 
House bill would legalize suppression of telecasts. For ex- 
ample, Baltimore would not be allowed to sponsor-a league 
game in Washington when the Redskins are playing away; 
and with both professional football leagues having pack- 
age deals, only two stations in a three- or four-station tele- 
vision market could carry football on a Sunday. 

Put simply, sports promoters operating business enter- 
prises for profit are asking to be classified by law as benev- 
olent public servants exempted, because of their largesse, 
from the harsh requirements of antitrust laws. 

The legislation should not be passed. It’s as reasonable 
to apply the protective mantle of antitrust laws to sports 
promotions as to other kinds. 








Drawn for BROADCASTING by Sid Hix 
“It's a new idea for pay tv. If you don’t like the show, 
punch the no-sale button and get your buck back!” 
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Courtesy of 


Only Kpre-TV? 


Yes, only KPRC-TV. Because only KPRC-TV has CH-2, 
most effective selling agent put in television. Thousands 
rely on KPRC-TV and only KPRC-TV to stimulate 
sales. Only KPRC-TV—the station for people who 
like results. 


Aren't you 
glad you use 
Kpre-TV! 


prc-Tv 
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ACTIVE 
WITH... 


aah RRR RE 


CHANNEL 2 


Get active response in the bonus Canadian Market, too! WGR-TV brings your message to well over half-a- 
million TV homes in the active Toronto-Southern Ontario “middle third of Canada’— in addition to over 648,000 
TV homes served in Western New York and Northern Pennsylvania. To sell Buffalo, get active with WGR-TV. 


WGR-TV CHANNEL 2 NBC BUFFALO,N.Y. A TRANSCONTINENT STATION 


WROC-FM, WROC-TV, Rochester, N. Y. * KERO-TV, Bakersfield, Calif. agg 
WGR-AM, WGR-FM, WGR-TV, Buffalo, N.Y. « KFMB-AM, KFMB-FM, 
KFMB-TV, San Diego, Calif. * WNEP-TV, Scranton—Wilkes-Barre, Penn. 
WDAF-TV, WDAF-AM, Kansas City, Mo. 
TRANSCONTINENT TELEVISION CORP. * 380 MADISON AVE., N.Y. 17 





The Original Station Representative 














